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BRODLE biRotors 


HELP BLEND GASOLINE DIRECTLY INTO TANK TRUCKS 


-—- BRODIE B-72D BiRotors work with 
proportioning controller made by Pulsation 
€ Controls Corporation, Santa Paula, California 


BiRotor- equipped 
gasoline blending unit 
at Wilshire Oil Company, 
Imperial, California 


With many service stations handling at least three 
gasoline grades, the tankage required for day-to- 
day supply may be a problem. Refineries and bulk 
plants often blend the required gasoline directly 
into tank trucks. 

This compact gasoline blending unit, equipped 
with two B-72D BiRotors, two Brodie strainers and 
air eliminators, feeds output into proportioner to 
control rate of flow. BiRotor meters are noted for 
their ‘‘blend’’ of high accuracy and low mainten- 


ance. ‘Check BRODIE today! 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 
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FOUR PROVEN ANTIOXIDANTS...ONE DEPENDABLE LINE...FROM ETHYL 








Ethyl offers you four versatile products, specifically 
tailored to meet your antioxidant needs. 

702 minimizes oxidation of crankcase oils in gasoline 
and diesel engines. Adds anti-wear properties while 
reducing corrosive attack on silver and copper alloy 
bearings. Ashless, non-volatile, non-sludging . . . works 
well with the increasingly popular ashless detergents. 
703 increases oxidation stability in synthetic jet engine 
oils, greases and specialty lubricants. Also imparts color 
stability, alkalinity and anti-rust qualities. 

733 is particularly effective in stabilizing automotive 
gasolines, aviation gasoiines, jet fuels and industrial oils. 


Does not contribute to induction system deposits. Easy- 
to-handle liquid form. Economical, too . . . some refiners 
report savings up to 50%. 

ZDP inhibits oxidation in a wide range of lubricating 
oils. Acts as a mild extreme pressure additive to hold 
down cam and lifter wear. 

All are part of Ethyl’s growing family of chemicals de- 
signed to improve the quality and lower the cost of your 
petroleum products. All are backed by Ethyl’s com- 
plete Technical Service. 

For additional information and samples, simply ask your 
Ethyl Representative. Or write: 


ETHYL CORPORATION, New York 17, N.Y. * TULSA * CHICAGO * HOUSTON « LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO ¢ ETHYL U.S.A. (EXPORT) NEW YORK 17,N.Y. 
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LOW CLIP POSITION 


OPW 1-A AUTOMATIC SHUT-OFF NOZZLE 


OUTLET CHECK VALVE — Satisfies all 
known requirements of Weights and Meas- 
ures and pre-set pumps. 

HOLD-OPEN CLIP—a new wide type for 


NOW 


fill all three 


AUTOMATICALLY 


regular cars 
MIDDLE CLIP POSITION 


pre-set pumps . . . stops hazard of re- 
turning nozzle to pump boot while in an 
open position. 

DASH POT—gives better nozzle control 
and easier topping-off. 

No need to buy a special nozzle for filling 
compact or small foreign cars. And no 
need to worry about filling large com- 
mercial vehicles either. The new design 
features of the OPW 1-A puts in your 


trucks, busses 
HIGH CLIP POSITION 


14-16 GPM 


And up to 22 GPM 
on high capacity pumps 


hand a nozzle with a new kind of auto- 
matic control—a new flow range. Imagine, 
from a low 3 GPM for the small tank 
“compact” to a new high of 16 GPM for 
the big tanks. If you have high capacity 
pumps, the OPW 1-A will deliver up to 
22 GPM. The OPW 1-A automatic delivery 
for all three lets you sell and service all 
three while the tanks are filling. 

OPW Bulletin NP 1-A tells the whole story 
about the ONE nozzle for all flows—for 
all vehicles. Get it, and then get your 
OPW Distributor to give you a demon- 
stration. 


OPW 1-AM. Same as OPW 1-A except that it includes OPW 26 Gas Cap Holder. 


DOVER CORPORATION @ yw DIVISION 


2735 COLERAIN AVENUE « CINCINNATI 25, OHIO « KI 1-5400 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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Regions 
Pennsylvania jobber and police wrangle over coin pumps 
‘Normal prices? What normal prices?’ say Southwesterners 


General 
Roosevelt questionnaire makes marketers edgy ... 
Alabama probe clears oil, brings out pertinent market facts 
Mobil will follow up ‘Megatane’ system with new gasolines 


Special Report, Part Il 
The truth about jobbers profits: New NPN survey 


Fuel Oil 
How to set up ad budgets i< 
Here’s an electronic dispatching system jobbers can use .. . 
Another burner maker joins pressurized-flue parade 
How an association is helping heating-oil men 


Merchandising 
Canada’s spectacular merchandiser has a bagful of slick tricks ..... . 


Lubrication 
New quick oil-changer . . . Biggest lube truck yet . 


Bulk Plants and Terminals 
How to cut storage-tank repair costs . 


New Ideas in Stations 
Socal unveils ‘perfect circle’ station in Los Angeles . 


Automotive 
Here’s what’s newest about the new cars 


Tires-Batteries-Accessories 
How a station incentive program can pay off big .... 


Equipment 
New remote computer pump under test at private-brand outlet 
Why delivery trucks should carry imprinters igh des 


DEPARTMENTS THE GREEN SECTIONS 


About Oil People News, Trends, Tips 

Behind Our Headlines Ahead of the News 
Bottom of the Barrel ..... Trends to Watch 

Editorial Your Personal Business 
Focus on Oil Marketing Your Guide to the Market 
In Case You Missed It This month’s marketplace 
Letters ............. Petroleum indicators 
Meetings Supply and demand 


M -Making Id Market outlook 
a Market barometer .... 


Premiums ... Refinery and terminal prices .... 


Regions .......... Tank-wagon prices 
What They’re Saying Gasoline markets 


On the Cover... 


JOBBER PROFITS. Part Two of 
NPN’s broadest jobber survey yet 
presents a searching, detailed look at 
how much the jobber really earns— 
and what top experts say he should 
earn. It’s a fascinating subject and an 
engrossing study for jobbers, and sup- 
pliers who deal with jobbers. It starts 
on page 97. 


STAR MERCHANDISERS. That’s the 
phrase for Canadian Tire Corp.’s 
Toronto stations. They do whopping 
gallonages, will try anything to please 
customers—including a unique premi- 
um plan using coupons that look like 
money. Page 127. 


Top of the Month... 


HEATING OIL jobbers could go big- 
time with a new electronic dispatching 
system, in use now. Here’s how it 
works, what the jobber who invented it 
plans to do with it—page 116. 


TANK REPAIRS can cost big money. 
One company is saving big money 
with a new plastic compound that 
makes tank repairs easier and cheaper. 
You'll find the details on page 141. 


TBA SALES go up when there’s some- 
thing in it for the man who sells. On 
page 153 you'll read about a St. Louis 
dealer’s plan for getting more sales 
from his salesmen by making it worth 
their while. 


COMING UP. In November: Part 
three of the new NPN jobber survey: 
The Future of the Jobber . . . In De- 
cember: NPN’s annual look-ahead at 
the coming year . . . A special report 
on the booming, changing world of 
TBA. 
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MOLYBDENUM 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





EDITORIAL PAGES OF LEADING TRADE 
MAGAZINES FEATURE MoS, INFORMATION 


Higher temperatures, lower 
temperatures, greater pressures, 
longer lubrication life, all have 
combined to focus more atten- 
tion on the uncommon lubricat- 
ing values of molybdenum 
disulphide. 

That’s why editors are devot- 
ing more and more space to 
descriptions of what MoSe can 
and cannot do. 


One article tells how MoS pre- 





vents harmful friction in brake 
linings. Another discusses its use 
as a compressor lube substitute. 
Still another reports on tests of 
epoxy-resin compositions con- 
taining high concentrations of 
MoS&:z for industrial use on bear- 
ings, seals and friction strips. 

Press fittings, wire drawing, 
cutting tools, ball joints—there 
are MoSe stories about these 
uses, too. 





Proof of MoS,’s High-Pressure Properties 





Photograph above shows mild steel 
test pins. No. 1: Unused pin, No. 2 
(lubricated with mineral oil and 
Molysulfide) and No. 3 (with Moly- 
sulfide bonded coating) were sub- 
jected to rotating pressures between 
bearing halves. Both were elongated 


4 











maste. 


and extruded without galling, seizing, 
or weight loss. No. 4 shows typical 
failure with conventional lubricant. 
Note that the key sheared off and 
pin and block were galled and seized. 


When writing, refer to CL-115 


NATIONAL PETROLEUM NEWS 


MoS&z as a solid-film dry lub- 
ricant has been the subject of 
several articles. One details high- 
temperature properties; another 
describes a new bearing design 
that can increase bearing life as 
much as 450%. 

Write us for a complete bibli- 
ography of published material on 
molybdenum disulphide. 

P.S. Climax publishes a news- 
letter that describes even more 
uses. Let us know if you’d like 
your name on the mailing list. 

When writing, refer to CL-113 








ASME SHOW 
DEVOTES SESSION 
TO “MOLY” LUBES 


New evidence of mounting in- 
terest in molybdenum disulphide 
was shown recently among mem- 
bers of the American Society of 
Mechanical Engineers. A spokes- 
man for the Climax Chemical 
Division was invited to speak on 
“Molybdenum Disulphide as a 
Lubricant” before the Machine 
Design Division at the 1961 De- 
sign Engineering Conference. A 
copy of this 24-page paper is 
available on request. 

At the same meeting, engineers 
from Socony Mobil Oil Company 
spoke on “Molybdenum Di- 
sulphide as an Additive to 
Improve the Performance of an 
Automotive Multi-purpose 
Grease.” Write to Climax for a 
copy of this paper. 

When writing, refer to CL-114 
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Behind Our Headlines 





itt { 


lowa Idea on Information 


OWA HAS come up with another good idea—the object 
being to help oil jobbers become better informed. 
Iowa Independent Oil Jobbers Assn. has introduced 
what it calls a “Publication Table” at its meetings this 
year. Publications considered useful to oil marketers are 
displayed on a table prominently located at jobber con- 
ventions. They’re free to the convention-goers. 

While the idea of showing magazines at meetings is 
not new, this particular application is different, for the 
display is slanted at the jobbers. Publications are selected 
on the basis of their value to jobbers. 

The man behind this service is Lyle Munson, executive 
secretary of IIOJA. A veteran marketer himself, Munson 
explains the thinking this way: “There is a kind of a 
personal motivation back of this idea of these publication 
tables. We here at the Iowa Association firmly believe 
that a good jobber is a well-informed jobber; and we feel 
that it is part of our obligation to make available for 
them the many areas in which they can get this kind 
of information.” 

This is such a good idea that some other jobber organi- 
zations probably will try it for their meetings. If you’d like 
some copies of NPN for a publication table, just let me 
know two or three weeks in advance. 


‘Pink Air’ Problem 


HAT ‘PINK AIR’ the American Petrofina people keep 
talking about is a lot more volatile than they realize. 
Describing ‘pink air’ as a brand new additive of its 
own, Fina says it plans to have it at its stations in five 
years. Meanwhile, says Fina in its advertisements, it is 
making up some experimental batches, and promises to 
mail out samples “if we can just figure how to keep it 
from leaking out of the envelope.” 

The ad shows a cross-section of a tire being inflated 
with vivid pink air. 

At this stage, it’s so sensitive it just evaporated off the 
page in the September NPN. A color plate flew off the 
presses, and a number of copies were delivered without 
the vivid pink color. 

Now we understand the problems these oil companies 
encounter in developing additives. 


UJ 
RameRretRa , Editor 


& 





ba the new Marlow “Prime-Line” is the 
most extensive series of pumps ever specifi- 
cally designed by one manufacturer to cover 
the full range of bulk plant applications. 
Engineered and tested for petroleum liquids, 
the “Prime-Line” provides a pump for every 
job and is particularly suitable for rough 
priming and vapor handling requirements. 
With its pump efficiencies as high as 74% 
and its other excellent hydraulic 
characteristics, the “Prime- ° ’ 
Line” is further complimented MARLOW 1d, TWN -/ VifA 


by the basic mechanical design 


which provides simplified and Largest group of pumps 


fast servicing. It is now possible rT ; 
aneweateeree § specifically designed for bulk plants 


or diffuser without disconnect- 
ing the piping, and through Marlow stand- 
ardization many parts are interchangeable 
permitting smaller inventories of replace- 
ment parts. 

For further details and information on the 
“Prime-Line” and other Marlow petroleum 
pumps, write today. 


MARLOW PUMPS 


Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois Longview, Texas 


55 seconds against a stati 
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limken-Daetroit Trailer Aules 


Top them all 


in lightness... savety... ruggedness! 





That’s why most operators specify and insist 
on Rockwell-Standard quality built axles 


TK-500—The Standard of The Industry! 
“Torture-tested” for safety . . . hot pierced 
induction hardened spindles for greater 
strength at less weight. Spindles and forged 
steel brake spiders are electronically welded 
to axle for lighter weight and better brake 
performance. Designed for maximum safety, 
less maintenance and more payload. 








NEW TH-500 Series Trailer Axle —A lighter ca- 
pacity trailer axle with all of the time-proved, 
premium features of the TK-500. Ideal for 
vans, low-beds, and auto haul aways because 
the TH-500 will accommodate both single and 
dual wheel applications. 


TKP-500 — Provides a power take-off unit for 
yperating refrigeration equipment and other 
mechanical devices. Eliminates need of an 
auxiliary gasoline engine on many trailers... 
ol} <n ole) 4am ath aT- | Moves) amt] ale MC ove)-) amo) mre) 0l-1¢-l ale) a) 

reduces maintenance, eliminates noise. 
improves load distribution 


ROCKWELL 


Aprithor Foul Hf... ROCKWELL-STANDARD R 


CORPORATION 


ut t-Ual-yaell-t-) lola me- tale my. © 4(-mm © hari lol arm Ol -nagelh anGP—sml {i rotaller-ta 
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Brand new and best in every way! 





Announcing the all-new 1962 


.S. ROYAL 
Safety-800 


It’s new-car time. Starting this month, the 1962 
models will be pulling into your service station out- 
lets. And 1 out of 4 of them will ride on U.S. Royal 
Safety-800’s. 

Your U.S. Royal Representative can give you all 
the facts on this great new tire. It’s the only all-new 
tire on 1962 cars...the finest original equipment tire 


ever built. And he can show you, with actual dollars- 
and-cents figures, how the Safety-800 can improve 
your TBA picture, beginning right now. 

Let him tell you about Safety-800...and about the 
packaged merchandising and selling program that’s 
helping more service station operators sell more TBA 
than ever before and take home greater profits. 


*" Low Profile” is United States Rubber Company's trademark for its lower, wider shape tire. 





U.S.ROYAL LOW PROFILE TIRES 


United States Rubber 


Rockefeller Center, New York 20, N.Y. 
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Oil men look at electric heat’s threat to 
them ... A survey of the jobber survey ... 
How about allowing for product shrinkage? 


To THe EpitTor 


I have read your “What’s Ahead 
for Electric Heat” (NPN—Aug. p92) 
and find the article both distressing 
and delighting. 

For one thing, it is a pleasure to 
know that your magazine has taken 
off the pink eyeglasses and is inform- 
ing oil men of some of the real facts 
of life. For much too long a time, 
trade journals in our industry have 
been kidding us about some of the 
more-distressing aspects of our pro- 
blems; pie in the sky has taken up 
more space than the real facts. 

On the other hand, the article cer- 
tainly throws light on some rather dis- 
tressing tendencies. From what I have 
heard, once electric heat gets going 
its impact is going to make gas com- 
petition a minor factor. 

MERWIN A. SHEKETOFF 
Vice President 
American Coal Co., Inc. 
Hartford, Conn. 


In our area we are hopeful that our 
cooperative promotional efforts will 
help us to stem the tide of competi- 
tive fuels. However, it would be un- 
realistic to believe that the amount of 
money being spent by the utilities, 
et al., on promoting the use of their 
products for heating will not result in 
a sizable increase in their potential 
market. We have seen some of the 
smaller communities in this area 
which have low-cost public power go 
from 85% oil to 98% electricity in a 
very few years. 
JAMES S. Coon 
Diamond Fuel 
Portland, Ore. 


>This is not the best news to read, 
but it has been my thinking for some 
time. Electric heat will be more detri- 
mental to the oil business than gas. 
. .. It is very evident that the electric 
companies mean business. 

It is not something that is coming 
but is already here. We have a sub- 
division near Elgin that advertises: 
“The only subdivision without chim- 
neys on the homes.” 

GEORGE OEHLER 
Economy Oil Co. 
Elgin, Ill. 


Many stations are promoting tuneups 


Tuneup Trend 


>I have read the articles on tuneup 
(NPN—Aug. p119) with great in- 
terest. This is the sort of thing I find 
very helpful, as it provides a thorough 
summary of current practice in the 
industry. It also brings old facts into 
new perspective, such as the point 
that the number of car dealers has 
declined while the passenger car pop- 
ulation has more than doubled. 

The point could also be made that 
in terms of units the number of serv- 
ice stations has also lagged behind the 
rate of growth of the car population. 
However, in this situation, as in so 
many others, the principal questions 
remain, how much, and where? 

An article such as this is helpful in 
answering such questions. 

L. H. AUSTIN 
Gulf Oil Corp. 
Domestic Marketing Dept. 
Houston, Tex. 


PAs you pointed out, “It’s a subject 
that almost immediately breaks mar- 
keters into three opinion groups.” 
Personally, I am very much in favor 
of seeing service stations do automo- 
tive repair work. I think it is one way 
in which the dealer can stay in busi- 
ness. I have been thinking of this as- 
pect more and more of late, and am 
glad to see that it has grown at a 
rapid pace in the last few years. 
W. C. HUGLI 
Cities Service Oil Co. 
New York, N.Y. 


Temperature Correction 


>I am a commission agent for one of 
the major Canadian companies op- 
erating in a district where product 
temperatures in winter will reach 30 
degrees below zero. 

Product is shipped in tank cars 
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Get the 
BEST 


quick 
coupling 


= 


EVER-TITE 

Standard 

Adapter 
and Coupler 


EVER-TITE 
Adapter 
and Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Get the 
most for 
your 
money 


EVER-TITE 


QUICK COUPLINGS 
give you QUICK connections that 
speed deliveries — TIGHT connec- 
tions that protect your product. 

Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 





first and only 


controlled output | 


| magazine for some years I would like 
| to ask what the usual practice is. 


timing light 


new inside and out! 


HT-800 
DEALER 


Only the completely new HT-800 
Timing Light has a voltage match- 
ing switch that locks out the ‘‘wrong”’ 
voltage. Nothing burns out! The 
bright light through the optically 
ground lens flashes only when the 
battery voltage and switch position 
match—-and it is equally as brilliant 
on 6 or 12 volt systems. 


For twice the normal service life, 
the HT-800 also boasts an exclusive 
under-load circuit. For safety, it has 
a tough, high-impact plastic case 
that is electrically non-conductive ... 


easy to keep clean and new-looking. | 


It’s your best buy for long-time, 
trouble-free. service—backed by a 
one-year guarantee. Ask your jobber. 


See us at the 1.A.S.1. Show, booths 2364-65. 


| edand Equipment 


THE BINGHAM-HERBRAND CORPORATION 
FREMONT, OHIO ” 


10 








Letters 


from Montreal. Shipping or loading 
temperatures will vary greatly, but I 


_ would say that the average loading 


temperature would be approximately 
30 degrees. This would be in January, 
for example. Unloading temperatures 
would be approximately 7 degrees be- 


| low zero. Delivery temperatures vary 


from day to day, but all are below 
zero. 
The agent is charged with tank car 


capacity at point of loading, and tank 


cars always are short from 1% to 2%. 
The company makes no allowance of 
any kind for temperature loss on 
sales. 

As a reader of your very exceilent 


K. D. CLARK 
Malartic. Que. 


| Editor’s note: Shrinkage because of 
| temperature change occurs in many 


localities, and the traditional industry 
practice has been to bill the ship- 
ment at the loading temperature, 
without any allowance for shrinkage 
in transit. 

Quite a bit of agitation began to 
appear right after World War Il 
among regional associations of petro- 
leum jobbers and commission agents. 


_ In quite a number of cases this suc- 


ceeded in either gaining concessions 
from suppliers on the matter of tem- 
perature correction, or else the re- 
gional association managed to get a 
law enacted requiring such tempera- 
ture’ correction. 


NPN Jobbers ‘Not Average’ 


mI have read with more than con- 
siderable interest the first part of your 
new jobber survey (NPN—Sept. 
p-149), and am looking forward to 
seeing the other two issues. 

NPN is to be commended for the 
thoroughness and depth of the study 
and for the interesting manner in 
which it is presented. We feel sure that 
jobbers and others in the oil industry 
are being furnished valuable informa- 
tion. 

G. L. Lory 

General Sales Manager 
Phillips Petroleum Co. 
Bartlesville, Okla. 


PIn your 1961 jobber survey you 
have completed a careful and con- 
structive task. 

The most significant finding is that 
the spirit of independence is still strong 
with oil jobbers. You find they are 
managing better, they are growing. 
Some day they will dominate oil 
marketing through their influence in 
thousands of local centers. 


The second and third reports of 
your survey will be awaited with keen 
interest. 

Thank you for the industry. 

L. T. WHITE 

Manager, Business Research 
and Education 

Cities Service Co. 

New York, N. Y. 


mI have reviewed the first part of 
NPN’s latest jobber survey and I am 
very strongly of the opinion that the 
survey is based on reports from some 
of the nation’s best jobbers and not 
the average jobber. Certainly the re- 
sults are in wide contrast to the daily 
mail I receive as well as the comments 
and complaints lodged with the various 
committees of NOJC. 

Your magazine is to be comple- 
mented on the making of such an 
exhaustive-type survey which is most 
enlightening, and I shall look forward 
to the subsequent articles, “The Truth 
About Jobber Profits” and “The Future 
of the Jobber.” 

Otis H. ELLs 

General Counsel 

National Oil Jobbers Council 
Washington, D. C. 


Editor’s Note: We agree with Mr. 
Ellis’ observation. As we noted in the 
September issue, because NPN sub- 
scribers may represent a more suc- 
cessful group than jobbers as a whole, 
survey averages may be somewhat 
higher than averages for all jobbers. 
There are more than 6,000 jobbers 
among NPN subscribers. Total jobbers 
in the U.S. are about 15,000. 


Charlie “Choo Choo” Justice 
‘66, 66, 66, Shift!’ 


POn p31 of your August issue of 
NPN you mentioned Charlie (“Choo- 
Choo”) Justice as being a Phillips 66 
jobber at Henderson, N.C. 

The change has been so recent that 
you wouldn’t have any way to know 
abut it, but as of June 1, we are hap- 
py to say that Charlie (“Choo-Choo”) 
Justice became our distributor in 
Asheville, N.C. 

W. P. MARQUAM 
Manager, Trade Relations 
Pure Oil Co. 

Palatine, IIl. 
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The New Buckeye Spy — one leak detector valve serves all dispensers in remote systems — 
warns of dangerous leakage, avoids costly fuel loss, contamination. 








One Buckeye SPY detects 
leaks anywhere in your system. 


For details, write: 


Buckeye’s new SPY eliminates the need for individual leak 
detecting valves for each dispenser in service station remote 
pumping systems. A single #9539-A Valve can be adjusted 
to detect even the smallest leak anywhere in the system. 


@ CLOSES AUTOMATICALLY when 
line pressure drops below a pre- 
determined level. 


® RESETS AUTOMATICALLY after 


line pressure is restored. 


” Buckeye Leak Detector @® MAY BE OPENED MANUALLY with 
Valve #9539-A optional wrench. 
(Patent Pending) 


Mounts on the outlet side of the pump for easy access. 
Features a pressure sensing boss for taking pressure read- 
ings and an adjustable bypass needle valve which can be 
set to indicate even the smallest loss in pressure. Available 
with either 2” N.P.T. or 2” union outlet. 


» Write today for new Buckeye Service Station Equipment catalog 


é BUCKEYE IRON & BRASS WORKS, P.O. BOX 883 + DAYTON 1, OHIO 
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GOOD,*YEAR 


Why | always 


shanioieves 


THEY MAKE EVERY HOSE | NEED THEY’VE GOT FAST DELIVERIES | NEED 
(From providing hose for an oil rig — to (No more out-of-stock delays! Through 
equipping a tanker — to fitting out a new stocking distributors and warehouses in 
service station—Goodyear’s got it!) all key oil centers—Goodyear’s got it!) 


For the right hose...at the right place...at 
your Goodyear Distributor...first in service 


Lots of good things 
come from 
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buy hose from Goodyear 





wo wat, ———— 


ali | x. 
THEY OFFER TECHNICAL HELP | NEED 


THEY HAVE TOP QUALITY | NEED 
(No more second-bests! With top rugged (No more guesswork. When you’re after 
quality and features like oil-resistant expert hose recommendations from a fully 
CHEMIGUM—Goodyeavr’s got it!) qualified distributor—Goodyear’s got it!) 


the right time...at the right price...call 


Or write Goodyear, 
Industrial Products Division, 


to the oil-marketing industry #70 


a FAR INDUSTRIAL 
I 4 PRODUCTS 
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JIM MURPHY, PRESIDENT of 


the Jim Murphy Oil Company. 


THIS NATIONAL SYSTEM pays for itself in less than one year. 


“Our NCR Desk Model Bookkeeping System 


saves us 2,160 a year... 


pays for itself every 8 months!’’—jim Murphy Oi! Company 


Aurora, Ill. 


‘“‘We never realized how beneficial 
mechanized bookkeeping could be for 
our business until we installed our 
National System. With the National we 
save 100 hours a month in bookkeeping 
time and have better internal control 
than we ever thought possible. 
“Previously we were dependent upon 
the bulk supplier for customer billing 
and accounts receivable. With our 


National System, we have current in- 
formation on all customer accounts 
both for delivery and service charges. 
As a result, we have reduced accounts 
receivable by 12%. Recently we 
changed our source of oil supply with- 
out disturbing customer accounts. This 
would have been impossible under our 
previous method. 

“We estimate that our National Desk 


Your business, too, can benefit from the many time- and money-saving features of a National 
System. For more information, call your local National Branch Office or Dealer or mail coupon. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


Dept. 234 





Name noencineieiliagiegiiaiatls 
Address_ 


oy... in Zone —State 
1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


Model Bookkeeping System saves us a 
total of $2,160 a year. This means that 
it pays for itself every 8 months!” 


frend 


President 
Jim Murphy Oil Company 


ACCOUNTING MACHINES 
ADDING MACHINES © CASH REGISTERS 
ELECTRONIC DATA PROCESSING 
NCR PAPER (NO CARBON REQUIRED) 
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Money-Making Ideas 


Wives in the act... 
Bait for the motorist 
... Doll sells filters 


A PENNSYLVANIA DEALER’S 
sales showed a significant increase 
when he told his employes’ wives that 
THEY would get the commissions 
their husbands earned from his in- 
centive plan. 


BAIT FOR THE FISH can be bait 
for the motorist, too. A Texaco deal- 
er in Norfolk, Va., who sells $200 
worth of tackle and bait a month 
has watched his gasoline sales grow 
since taking on this profitable sideline. 


$ 


HERE’S ONE dealer’s way of clean- 
ing up delinquent accounts and main- 
taining cordial relations: He buys into 
local contests with attractive prizes 
and gives tickets to customers who 
pay all or part of their overdue ac- 


counts. 
$ 


A HUMBLE DEALER in Texas sold 
an average of three air filters a day 
for three months with this simple 
display: A doll in a high chair, a dirty 
air filter on the tray, and a sign say- 
ing “This baby eats nothing but gas. 
We'll be glad to check yours.” 


$ 


HERE’S HOW your dealers can win 
goodwill and grateful customers while 
their stations are closed for the night 
—half-a-dozen 1-gal. cans of gasoline 
and this prominently displayed sign: 
“Emergency gas. Take 1 gallon only. 
Return can. Put money in slot.” 


$ 


HAVE YOUR DEALERS watch for 
cars parked with lights on. If cars 
are locked, they should leave notes— 
with their telephone numbers—saying 
they tried to turn the lights off and 
are ready to give assistance if bat- 
teries are drained. 


$ 





THE 
CRITICAL MATTER 


of dealers’ protecting your good name 














(and how brake service with Raybestos can help) 


With the dealer standing squarely between you and the motorist, you count 
heavily on him to uphold your reputation. Your good name is at stake every 
time he makes a sale, whether it’s a tankful of gas or a brake reline job. In 
the case of the latter, Raybestos can make sure your customers think well 
of you. 


There are two main reasons for urging your dealers to sell Raybestos. First 
of all, no better brake linings exist. So motorists get smooth, safe, silent 
stops every time. Second—and this is tremendously important, too— 
Raybestos conducts local sales and service brake clinics and factory schools 
to teach your dealers how to do good brake work at a profit. 


And remember: good brake service is not merely an end in itself. It enhances 
your brand name, strengthens customer loyalty, and is usually helpful in 
boosting repeat sales of your petroleum products and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 
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US 
URUGIS 


can earn their way, too 


shorter, weight-reduced Macks. And you'll find other 
good used trucks, too, traded in on new Mack models. 
Make Mack your used truck headquarters. Your Mack 





in many hauling operations there are jobs where you just 
don’t need a new truck. A used vehicle is often the logical 
choice, provided it can give you economical operation and 
a service life in keeping with your requirements. 

But how can you be sure of getting economy and long 
life from a used truck? The best and easiest way is make 
sure your used truck is a Mack. Much more is built into a 
Mack originally, so you'll get much more out of a Mack 
in the long run. Field test a used Mack with any compar- 
ably rated truck of the same year, and you'll see what 
we mean. 

Your Mack branch or distributor can show you a fine 
selection of used Macks—many just a few years old that 
have been traded in by well-maintained fleets on newer, 


16 





representative will be glad to handle financing and in- 
surance for you at the same time. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack Trucks of Canada, Ltd., 
Toronto, Ontario. 


USED TRUCK | 


Mack 


HEADQUARTERS 
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Four metal pistons ; 
action—no mechanical 


no piston cups 
valves 





Calibration and 
bearing assembly 
impervious to 

all fuels 
















¢ @@@ | TOTAL SALE 


@ TWIS SALE THES HOSE 


=S 834©£z7B 


for} O08 


ey Vue). b GALLONS 








PREMIUM REGULAR 





Here’s the front-line of oil marketing—the critical place ERO station. Just as Bennett puts superior engineering into 

for the brand name to get across—powerfully displayed : ‘, mechanical features, Bennett puts superior point-of- 
on a sales-oriented dial face of a Bennett. The } salesmanship into gasoline’s final package—the pump 
motorist’s attention is focused on this point i dial face. Oil marketers who want potent display 


more than on any other part of the Wy , of their brand name prefer Bennett. 


JOHN Wood COMPANY . Bennett Pump Division «- Muskegon, Michigan 


District Offices: Albuquerque * Atlanta « Baltimore « Boston * Charleston » Chicago » Cleveland « Dallas « Denver « Detroit » Kansas City 
Los Angeles « Minneapolis * New Orleans * New York © Philadelphia « Pittsburgh « Rochester « SaltLake « Seattle « San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto » Montreal + Winnipeg « Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER”’ 


The bast 


Coin-operated pumps 


win first round from 
Pennsylvania police 


UNATTENDED, coin-operated gaso- 
line pumps have won a battle in 
Pennsylvania, but there may be more 
to come in the 
war. 

W. D. Sutcliffe, 
Sutcliffe Oil Co. 
president, re- 
pulsed the ini- 
tial effort by the 
state police to 
shut down coin- 
fed pumps at his 
newest outlet, at 
Clarks Summit, 
just north of 
Scranton. Sutcliffe 
operates three 
other private-brand outlets in the 
Scranton area. 

When the state police tried to shut 
down the coin-operated pumps on 
grounds they were a fire hazard, Sut- 
cliffe went to court to question the 
state police’s right to exercise fire pre- 
vention power over stations and, in- 
directly, over bulk plants and 
terminals. Through counsel, Sutcliffe 
argued that while the state police may 
be actually exercising this power, 
there is no authorization from the 


Cornelius Brodersen 


linens 











Station cost $28,000 without land, $900 of it for Gas Vendor 


state legislature giving them the defi- 
nite authority to do so. 

Sutcliffe maintained, too, that 
the dangerous-to-public-safety charg- 
es that the state police made against 
his coin-operated pumps should have 
been backed up with evidence pre- 
sented at a hearing. No such hearing 
was held in his case. 

Two judges hearing the case agreed 
with Sutcliffe. They asked the state 
police to come back to court with a 
record of procedure to back up their 
part in the case. But before that date 
came, Sutcliffe and the police agreed 
on a stipulation in which the police 
said they’d withdraw their order. 

“It’s up to the state now,” says 
Harold Calvert, Sutcliffe manager. 
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And the state, through state police, 
has served another summons on Sut- 
cliffe to shut down the coin-fed pumps. 
“But no date for a court hearing has 
been set yet,” Calvert adds. He points 
out that state police seem to be gather- 
ing evidence to back up their conten- 
tion of a safety hazard by taking pic- 
tures of the operation. In other words, 
the state police seem to be following 
Suggestions made by the court in the 
first attempt to shut down the coin-run 
pumps. 

How the Pump Works—Sutcliffe’s 
Clarks Summit outlet, now about six 
months old, has banks of regular and 
premium pumps (Tokheim Intercept- 
ors with automatic shutoff nozzles) at 
either end of the station. During the 
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Tank truck hose weight cut 50% 


... New Gates Hose makes /arger sizes practical for 
all types of hauls —adds extra stops per day! 


Here is the first truly lightweight 
and flexible hose ever made for grav- 
ity feed tank truck service. Gates 
new 24SB Hose makes practical, for 
the first time, use of large diameter 
hose on transports for short city 
and contract hauls. Delivery is fast- 
er, adding profitable extra stops 
per day. 

Because of new materials of con- 
struction, this new Gates hose is 
50%, lighter weight than most tank 
truck hose. It is easy to lift and carry 
—even in the large 4” I.D. size. The 
special, wire-reinforced construc- 
tion of this hose allows it to bend 


sharply without collapsing. This 
flexibility eliminates the need for 
close alignment between truck and 
fuel drop. 

Tank truck operators who have 
tested Gates 24SB Hard Wall Tank 
Truck Hose are enthusiastic about 
the way it handles. They report that 
this hose is easier to use than any 
other tank truck hose on the market, 
and that it gives a long service life. 

You get fast delivery from lo- 
cal stocks. Call your nearby Gates 
Distributor for quick delivery from 
local stocks when you need petrol- 
eum hose for any purpose. 


The Gates Rubber Company, Denver, Colorado 





by Gates 


New Gates 24SB 
Tank Truck Hose 


is available in a full 
range of sizes—2”, 
2144",3",3%", 4” 1.D.— 
with a 45 psi working 
pressure and a full suc- 
tion rating. 


A Gates Hose for any 
petroleum marketing 
need is quickly 
available from your 
local Gates Distributor 


Gates Tank Truck Hose 
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time attendants work (daily from 
7 a. m. to 10 p. m.) the one bank 
of coin-operated pumps is attendant- 
controlled. The coin-operation fea- 
ture doesn’t cut in until the station is 
closed (nightly from 10 p. m. until 
1 Ss Wy 

The main idea of the coin pumps 
is not to do away with attendants 
during the station’s open hours; it’s 
to offer motorists a chance to buy 
gasoline during the night when the 
station normally is closed. 

While coin-fed pumps will not re- 
place attendants at Clarks Summit, 
Sutcliffe thinks they can take the place 
of some employes at future stations. 
“They can be used,” he says, “to take 
over a closed location and bring it 
back to business.” Sutcliffe has his eye 
on some such locations to the east of 
Clarks Summit. His other stations 
(Scranton, Mt. Pocono, and Strouds- 
burg) will continue to be run as they 


a 


Pure’s Lakeland, Fla., super-station has shrubs, palms, banana trees on its grounds 


Southeast 


Pure out-supers its 
super-station; plans 
now for Miami Beach 


IN LAKELAND, FLA., Pure Oil Co. 
is pumping product at a new super- 
station similar to the one opened last 
year in Greensboro, N. C., but bigger 
and more elaborate. Pure Oil people 
refer to the Lakeland station as the 
“service city,” the “big one,” or the 
“Lakeland experimental station.” 

Whatever you call it, it’s a big (five 
bays, five pump islands) expensive 
($85,000 plus land costs and equip- 
ment costs) station. 

What’s different about the station? 


BY B. E. BARNES 
Southeast Editor 


Regions 


do now, with attendants and no coin- 
fed pumps. 

The coin device used to control sale 
of gasoline during the “closed” hours 
is Gas Vendor, a product of Sussex 
Electronics, Georgetown, Del. One 
unit works on a set of regular and 
premium pumps. The customer throws 
a lever on the vendor to indicate which 
product he wants. 

Sutcliffe answers state police alle- 
gations of safety hazards by pointing 
out that this type of equipment (and 
the idea of self-service through coin- 
operated pumps) is legal in several 
states. Oriental Refining’s outlets in 
Denver, Colo., have been coin-oper- 
ated for years, Sutcliffe says. Even 
though he battled the state police on 
this question, and seemingly won, he 
did follow some police recommenda- 
tions that “No Smoking” signs be 
painted at the coin-operated island and 
that a fire extinguisher be installed. 


aang ss 
Cen, 


Its location makes it an eyebrow- 
raiser. It isn’t on a main tourist route. 
It isn’t uptown. It isn’t even near a 
shopping center. 

The Lakeland station is in the mid- 
dle of an ordinary residential area. 
Pure planners say, “This is part of the 
experiment. We’re going to give them 
service that’s so good they’ll make our 
station a principal destination, not a 
stop-off on the way to somewhere 
else.” 

When a customer makes this station 
his principal destination, he turns off 
the street into a king-size, 60-ft.-wide 
apron approach. 

If the Florida weather is drippy, he 
pulls under a concrete canopy that 
juts 61 ft. from the station, overhang- 
ing the front pump island by 6 ft. The 
24-ft.-wide canopy is made of six 4-ft.- 
wide concrete planks. 

The station is colorful, customer- 
convenient, and easy to maintain. All 
service bays have yellow-glazed tile 
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we 
THESE ARE 
THE PRODUCTS 


Model 506 
Barrel Pump 


STANDARD FOR 
COMPARISON 


In every industry there is one 
company that sets the pace, one 
company whose products are 
the standard to which all others 
strive. Each product carrying 
the Bennett name is designed 
and produced to set the stand- 
ard for the industry it serves. 





JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
Muskegon, Michigan 











ALL-NEW ARO LUBE LINE 


TO MAKE YOUR BUSINESS CAR CARE HEADQUARTERS 


New Aro Safe-Gard Portable 
Lube Equipment is available in a 
complete line . . . precision engi- 
neered and smartly styled to help 
you do more car maintenance 
business. 


Dress up the lube bay and dress up the profit statement 
with all-new Aro Safe-Gard Reels. Provide fast, sure 
roluilitelite Meobae lt] ol-t Mmuilelicl ae) | Moll ale] il> MR del {-1am ReleLol-to Mai) 
features for lasting satisfaction. 


SETSYOU UP TO SELL COMPLETE C 





FORSAFE DRIVING...KEEP BUSINESS & DFIES GROWING! 


Today’s motorists are sold on complete car care service for safe, 
trouble-free going. They hear about it, read about it, drive in 


® 


where it’s offered. Any dealer who hopes to prosper had better 
provide it. And that calls for new ARO Safe-Gard equipment— 
for complete chassis, gear, A. T. F., motor oil, air and water 
service. New ARO Safe-Gard Lube Equipment will step up speed 
and efficiency, let you turn out good work faster. And its clean- 
lined, modern styling captures customer confidence . . . assures 
repeat business. All this, plus ARO-engineered dependability 
(backed by an exclusive warranty) that’s unmatched in the 


industry. See your Aro Representative soon. 


Complete Line of Automotive Service Equipment 


< 
: ARO SURFACE 
JACKS CLEANER 


AUTOMOTIVE 
SERVICE EQUIPMENT 


The Aro Equipment Corporation, Bryan, Ohio 
Aro of Canada, Ltd., Rexdale (Toronto), Ontario 


Factory Branches: Buffalo, Chicago, Cleveland, 
Detroit, Elizabeth, N. J., Los Angeles, New York City, 
. Me. Minneapolis-St. Paul, San Mateo, Calif. 
" ee Offices in all Principal Cities, 


NATIONAL PETROLEUM NEWS ° October, 1961 





TOP BRASS? di 


Yes. Because only top brass is good 
enough for the Lee zipper. Premium 
quality for every part of every Lee 
garment is a firm policy with Lee. 


Lee Industrial Workwear and Uniforms 
bring you a full measure of toughness, 
wearability, efficiency and economy. And 
they fit right into your industry’s exact 
needs. 


The Lee line is known as the largest, most 
complete in the industry. It includes 
Shirts, Jackets, Pants, Union-alls, Over- 
alls, Service Coats and many others—and 
custom garments made to your specifi- 
cations as well. And most important. 
Workingmen like to wear the Lee gar- 
ment! It gives them a feeling of good- 
looking importance. Helps spark their 
morale—keeps it burning, too! 


Call in an experienced Lee Consultant. 
Get the proven facts on the. garments 
best suited to your needs. You'l! find it’s 
worth your while to let Lee work for you! 


WRITE TODAY TO 


INDUSTRIAL DIVISION 
H. D. LEE COMPANY 
117 WEST 20th STREET 
KANSAS CITY 43 MO. 


UNION MADE 





Regions 


up to door (7-ft.) height. Rest rooms 
are air-conditioned, and have glamour 
touches including cabinet-top lavato- 
ries (gives the girls a place to rest 
their handbags), acoustical ceilings, 
and walls covered with mosaic tile and 
vinyl—pink colors for milady’s lounge, 
tan and brown for the men. 

The sales room also has a clean, 
olorful style, with walls of red-glazed 
orick. The air-conditioned customer 
lounge features Danish modern furni- 
iure, 

Viewed from outside, the station 
appears to have five service bays. Ac- 
tually, there are four service bays (two 
lube, one wash, and one general- 
service). A fifth bay is only 5 ft. deep, 
and serves as a tire-display area. But 
this extra bay has a door matching 
those on the service bays. This storage 
area neatly solves the old where-to- 
put-the-tires problem. Tires at the sta- 
tion are well-displayed, but out of the 
way. 

The Lakeland station, which operates 
24 hours a day, employs 15 men. 
Pure’s longtime dealer-training ace, 
Joe White, put the Lakeland crew 
through 40 hours of sales training be- 
fore the station opened its doors. 

In addition to the 15 blue-suited 


service salesmen, there’s a lady book- | 
keeper at the station. She maintains | 
the color scheme by wearing a Pure- 


blue skirt and blouse. 

When Pure opened the Greensboro 
“experimental” station last December, 
it closed six marginal outlets in that 
area. When the Lakeland station 
opened this summer, Pure closed two 


Lakeland stations. Gasoline delivered | 


to the big station by-passes Pure’s local 
bulk plant. 

When Pure calls the Lakeland sta- 
tion “experimental,” it isn’t talking 
about the architecture alone. Pure 





wants to know whether a big station | 


can survive when located off the tour- 


ist track. Depth studies by Pure will | 


check the Lakeland station on draw- 
ing power, operating costs, and success 
of various types of promotions and 
premiums. 

The station’s grand opening was 
plugged in a 16-page special section in 


a Lakeland daily newspaper. There | 


were no big giveaways. The special 


newspaper section offered first-class | 
service for the car, and candy for the | 


kids. 
The station, which will need to do 


70,000 gal. a month to pay for itself, | 


is far ahead of Pure’s high gallonage- 
hopes for the early months. 

What’s next in Pure’s big-station 
program? Watch for a similar super- 
station on motel row in Miami Beach, 
at the corner of 184th St. and Collins 
Ave. 
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New economy-price 
electric pump 


DELIVERS 
UP 10, 
GALLONS 
4 
MINUTE 


Model 
57.4 KR-68 
Pedestal 





Model 57-6 KR-69 
Underground 
Tank 


Model 57-8 
Skid Tank 











Farms, construction sites, facto- 
ries, ranches, and estates need an 
electric utility pump with Bennett 
dependability at an economical 
price—and here it is. The Series 57, 
is a lightweight, portable, easily- 
installed electric pump for a va- 
riety of pumping applications. 

Bennett engineering has elimi- 
nated belts and gears to provide 
a direct-drive pumping unit with 
a minimum of parts, all perma- 
nently lubricated. The three basic 
models, pedestal, skid tank, or 
underground tank, each deliver up 
to 12 gallons per minute; all have 
meters, and are available with 
choice of counters. 

The Series 57 pump, meter and 
motor assembly, is Underwriters’ 
Laboratories-approved. Durable 
red baked-enamel finish assures 
year-round weather-resistance. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
Muskegon, Michigan 





SHE'S DESIGNED FOR SHE'S A TRIM ONE ALRIGHT... 


TOMORROW'S STANDARDS... MEASURES ONLY 3% INCHES THIN. 
3, 4 OR 5 LAMPS CONVERGE ‘ 


UP FRONT FOR MORE : 

CONCENTRATED LIGHT : ’ Rae ° 

SPROUL TXPE GLARED clancotl ie ce WA | er fy AMAZING!... HER BALLAST 

PORCELAIN. oS fe _ +7 a iy OPERATING TEMPERATURES 
a ‘ er : ARE ONLY 50 to 70°C. 

TESTS BY G.E. INDICATE 

THAT THIS MEANS 

BALLAST LIFE IS MORE 

THAN DOUBLED! 


e 
SST 


THIS GASKETING OF FOAM 
STYRENE PLASTIC 
INSURES HER OF , 
COMPLETELY BEING ° 
WEATHERPROOF. 


WW THESE ALUMINUM FRAMES, WATER CLEAR 





TERRIFIC! ... HER BALLASTS 
ARE MOUNTED WITH TWO 
RADIATING SURFACES IN 
CONTACT WITH HOUSING 
TO DISSIPATE HEAT TO 
EXTERIOR FOR LONGER®” 
BALLAST LIFE. 





LUCITE LENSES, ALUMINUM HINGES AND 
SURE LOCK THUMBSCREW CATCHES MAKE 
HER COMPLETELY WEATHERPROOF, EASY 
TO CLEAN AND RELAMP. 


WHAT A POST ADAPTER!.. 

VERTICAL OR HORIZONTAL 

MOUNTING TWIN OR SINGLE, 

WIRES ARE EASILY PULLED AND CONNECTED 
THROUGH THIS LARGE WIRING BOX. 


AFTER THOROUGH AND EXTENSIVE EXAMINATION 
OF THE COBRA’S MECHANICAL FEATURES 
colleagues and I find them to be excelled only by the Cobra’s 
functional exterior design and eye (or customer) appeal. 


*T. M. REG. 





a 
ASSOCIATE MEMBER 
waviees; Biieciatios 


WRITE WHITEWAY FOR COMPLETE INFORMATION, DISTRIBUTORS IN EVERY MAJOR CITY 


MANUFACTURING CO. 
17386 Dreman Ave. Cincinnati 23, Onio 
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Depressed prices in Oklahoma City are typical of levels that exist in the Southwest | 


Southwest 


‘Normal prices? What 
normal prices?’ ask 
Southwest marketers 


RECENT GASOLINE postings in 
Oklahoma City reflect the destruction 
of what many Oklahoma and Texas 
marketers believe 
is a myth. They’ve 
decided that a 
“normal” gasoline 
market is some- 
thing you dream 
about but never 
get, sort of like a 
visit from Santa 
Claus or Jayne 
Mansfield. 

Earlier this 
year, Southwest- 
western hearts 
thump-thumped with hope that such 
things as wide-area pricing would, in- 
deed, bring sound and profitable retail 
marketing conditions to the two states. 

This hope has now faded, to say the 
least. Markets in the “historic” 
trouble-spots are as chaotic as ever. 
To see them get cleaned up and stay 
that way now would be about as sur- 
prising as learning Ike had sent a love 
and kisses note to Nikita. 

Southwestern markets have not only 
gone to pot again. Their deterioration 
has also caused much bitterness, per- 
haps more than at any time in recent 
months. 


By Marvin Reid 


The private-branders are blaming | 
the majors. The majors are blaming 
each other as well as the private- 
branders. And the retailers are just 
raising hell in all directions. Mean- 
while, if you are driving from Central 
Texas to the Oklahoma Panhandle 
and pay over 21.9¢ for gasoline, you 
either aren’t a bargain-seeker or you 
drove through at the wrong time. 

As some may recall, NPN last | 
April duly chronicled the details of 
Phillips Petroleum’s pricing plan in 
Oklahoma. Later, in June, we related 
that Mobil Oil had brought its plan 
to Texas. Some believed these plans 
had merit and would help the area’s 
retail markets. Others were doubtful, 
and they are the ones who can now 
say, “I told you so.” 

Recently, Gulf Oil picked San An- 
tonio as a test point for its lower- 
priced, lower-grade regular gasoline. 
This caused a bit of a stir in the old 
Alamo City, and it would be terribly 
misleading to report prices there have 
been firm. In fact, they have been 
quite wild in those parts. 

Just before Labor Day, for instance, 
regular-grade prices in San Antonio 
were 19.9¢ and up. Premium-grade 
prices, meanwhile, were 28.9¢ and 
up. A 9¢ spread, in other words, be- 
tween regular and premium. 

Right after Labor Day, prices 
started tumbling after a brief upward 
spurt in Oklahoma City, Tulsa, and 
Ft. Worth-Dallas. In Waco, Tex., they | 
didn’t bother with any upward spiral | 
for the Labor Day weekend. They just | 
stayed at 20.9¢. (Continued) | 
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NEW 
SERIES 


Opens Consumer 
Accounts For You 


Open more new.consumer accounts 
with the new, lower Bennett Fleet Jr., 
now only 40” high. You can now offer 
Fleet Jr. economy to your customers, 
plus the smart, modern compact styling 
that’s changing the face of the nation’s 
service stations. 


Fleet Jr. sells while it saves—brings con- 
vincing economies to your customers: 


e Accurate control of fuel costs 
e Easier, faster, safer refueling @ Pad- 
lock provision for pilferage protection 


You save, too! Fleet Jr. pumps are in- 
expensive to service and maintain. 
Working parts are easily accessible for 
inspection and adjustment, while a 
heavy-gauge steel housing over a 
sturdy welded chassis shrugs off rough 
handling. 


Build more consumer business with 
Fleet Jr., the pump that gives you less 
maintenance, gives your customer 
greater fueling economy. See your 
Bennett representative. 


Fleet Jr. features: 
@ New, lower, fresh styling @ Direct 
drive rotary vane pump @ Horizontal 
register @ Perfect dial readability, re- 
gardless of vehicle size @ Built-in 
strainer, built-in check 
Th and by-pass valves 
Woop 
ass 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION + Muskegon. Michigan 





NEWS BULLETIN: 


GENERAL TIRE GIVES TBA SALES “BIG PUSH” 
WITH FIRST PREMIUM-QUALITY TIRE IN THE 
LOW-PRICE FIELD 


GENERAL 


Double Guaranteed with Nygen Cord and Twin-Treads 


Backed by a written double guarantee against manufacturing 
defects and normal road hazards, General’s great new Jet-Air 
Tire, like all others in its complete line, gives you a real selling 
tool to build profits on your books. Combined with a full line of 
national brand accessories, all-out advertising and marketing 
support plus localized warehousing facilities, it’s no wonder that 
more and more oil jobbers are leaning to The General Tire. Get 
the facts and figures now! They’re all in your favor. 





make 
your sales 
jump to 
attention 


Write today to...W. A. Robinson, TBA Sales Manager 
THE GENERAL TIRE & RUBBER CO. Akron, Ohio 


The fastest growing business in the rubber industry 
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REPEAT 


y 


No one-shot exposure for Ohio ad- 
vertising thermometers! Here is 
a long life medium—with potent 
day-after-day repeat power—and 
right at the point of sale! A com- 
plete line of standard and custom 
models: tube and dial...4” to 
39”... wall, desk and window 
types... for inside and outside. 
You’ll see an Ohio Thermometer 
somewhere today. Let it remind 
you to send for your catalog. 


OHIO advertising 
THERMOMETERS 


The Ohio Thermometer Company 
9 Walnut Street 
Springfield, Ohio 





Regions 


This sort of thing has been going 
on most of the year in these cities. 
There is no telling how much money 
the majors have lost. There is also no 
true indicator of the number of inde- 
pendent jobbers and retailers who 
have been severely hurt. 

That many have suffered can be 
seen in such reports that at one stage, 
major suppliers were selling gasoline 
in Oklahoma at 2.9¢ gal. 

What has happened to the wide- 


IDEAL FOR 
LIMITED 
TRANSFER 





area pricing plans in Texas and Okla- | 
homa? And what is the reaction to | 


them now? 


Well, in Oklahoma, Phillips’ sales | 


vice-president Ted Lyon says simply 
that “we had to kick it overboard.” 
It didn’t work. After a few months. 
in which markets were somewhere 


near “normal,” the bottom fell out. | 


When the plan was started, Lyon said 
Phillips had discarded from its sales 
vocabulary the term “temporary al- 
lowances.” It is back in now. 


Lyon adds that the Phillips plar | 


didn’t get “support” from others. He 
had earlier seen this as its most vul- 


nerable weakness. If other suppliers | 
persisted in granting allowances “to | 
meet competitive conditions,” Phillips | 


would have to. They did, and Phillips | 


did. “I didn’t like it, but we have gone | 


back to them,” says Lyon. 

There is much more happening in 
Oklahoma markets currently, how- 
ever, than mourning or joy over the 
demise of the Phillips plan. 

There reportedly are one or two 
plans being tried in the state. One re- 
port says it has been decided that 
majors will stay within 1¢ of inde- 
pendents (semi-majors and_ private 
brands). Another report says the 
strategy is for a three-level pricing 
arrangement—the majors at a given 
price, the semi-majors 1¢ lower, and 
the private brands another 1¢ lower. 

Nobody will talk too much about 
either plan, if such has been decided 
in some quarters. It might be worthy 
of note, however, that in Oklahoma 


City, prices hit three levels when a re- | 
Most | 


cent war ended temporarily. 
Phillips stations were 1¢ higher than 
the semi-majors and the independents, 


who were both posting 30.9¢. Other | 
major stations were 32.9¢. These | 
prices lasted just a few days before | 
they tumbled, and a new war was on. | 
Word has circulated through Okla- 


homa marketing circles that at least 
one big private brander has said he'll 
be damned if he will stand for a 1¢ 


BENNETT 


10086 
TRANSFER PUMP 


Sturdy, safe, efficient, this 
Bennett 1008G Transfer Pump 
is ideal for most limited petro- 
leum transfer. All-metal built, 
with automotive, piston-type 
rings, it takes roughest han- 
dling, under severest conditions. 
Easy lever action delivers 10 





gallons a minute, about a quart 
per stroke. Self-priming. No 
foot valve required. Vacuum 
breaker permits complete drain- 
age, prevents siphoning. Fur- 
nished with an 8’ hose and tele- 
scoping intake pipe. 


spread under the majors. A semi- | 
major, meanwhile, has added that it 


will price with this private brander. 
Meanwhile, a major-company offi- 
cial expresses admiration for the Phil- 


lips action of posting 1¢ over the in- | 
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Regions 


dependents. “I hope they have guts 
and money enough to stick with it. 
We just can’t afford to support these 
independents any longer. We just have 
to get in there and mix with them. 
A 2¢ price differential is ridiculous 
under today’s marketing conditions.” 

A semi-major’s marketing head 
hears all of this and fears the Okla- 
homa markets may not have seen any- 
thing yet. 

Back in Texas, conditions aren’t 
much better. Right after Labor Day, 


it looked as if one of those real cut- 
throat deals was shaping up in Ft. 
Worth and Dallas. At that time, prices 
were slipping in Ft. Worth, and battle- 
scarred veterans figured Dallas would- 
n’t be far behind. 

The Mobil plan may or may not 
be the reason, but prices did revive 
some several weeks after it was put 
into effect in Ft. Worth and Dallas. It 
was a gradual sort of upward move- 
ment, until they finally settled out at 
27.9¢ for independents and either 





REEL FACTS oro murs 


There’s a 
Han nay reel 


designed to 


handle every | 


size hose 


or cable 


gaeatest cout 18 #031 ars 


Fast, economical handling of hose and static cable lines is a 
must in the oil marketing industry. Shown here are just a few 
of the wide range of Hannay reels specifically engineered to 
handle cable, and every type of hose used in oil marketing. 


The giant reel in the picture handles 1500 feet of 4-inch fuel 
hose. In comparison, the static grounding cable reel holds 100 


feet of 44-inch cable. 


Whatever your hose or cable handling problem, there’s a 
Hannay reel for the job. Write for detailed information. 


Reels for home fuel delivery, aircraft fueling, marine 
fueling and industrial fuel and lubricant service. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, N. Y. 





28.9¢ or 29.9¢ for majors. Then, they 
started slipping. 

The reasons for the Texas difficul- 
ties are different from those causing 
the Oklahoma troubles, unless you 
want to go back to the basic cause 
of oversupply. For one thing, there are 
the large number of gasoline plants 
from which Texas marketers can buy 
at discount prices. In times of near- 
normalcy, this gives a fat margin 
cushion which some find impossible 
to retain. They pass part of it along 
to their pump postings, and it’s off to 
the races again. 

But, the Dallas-Ft. Worth boys, 
however long-accustomed they are to 
sub-normal prices, may not have seen 
anything yet, either. 

Shell’s invasion of this market, due 
most any day now, could be a fear- 
some thing, some believe. 

As they point out, Mobil has be- 
come “very competitive” since start- 
ing its pricing here. They reason that 
Shell is going to be “very competi- 
tive,” too, since it will be starting 
from scratch to build volume. They 
also reason that there are too many 
stations already in the two cities, 
which will not look kindly on giving 
up gallonage to the new Shell outlets. 

So, it looks as though we may be 
in for all kinds of retail troubles here 
in the Southwest this fall and winter. 

Meanwhile, the troubles here could 
lead to a revival of divorcement talk. 
You hear much more about this in 
Southwest marketing circles now. “The 
drums for government interference 
are beginning to beat,” says one ob- 
server. 


Texaco jobber Barney Holland, of 
Ft. Worth, apparently has won his 
campaign to open the Red River to 
barge traffic (NPN—Dec. ’60, p17). 
Interstate Commerce Commission 
(ICC) has approved his recommended 
tugboat service between New Orleans 
and Denison, Tex. 

ICC said Holland’s Heart of Texas 
Transportation Co. Inc., has come up 
with what “may be accurately termed 
a ‘pioneer operation’” in approving 
the 930-mi. service. 

Holland proposes to use a jet- 
propelled unit which will “scoot” over 
stretches of the Red River which 
Army Engineers have said in the past 
are too shallow and unnavigable. Hol- 
land claims test runs have proved his 
unit will navigate it. 

Railroads and other water carriers 
have fought his proposal, but ICC 
said in handing down a favorable de- 
cision that “a proposal such as this 
one” should be examined “with great 
interest.” It added that if Holland’s 
method works, several hundred miles 
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your dealers can add °5,000 to ‘10,000 to 


their income with this BEAR. Combination! 
Ini U/AG profit program & check@matic 


Most Accurate Way To iss 
Check Toe-In and acta 


. ‘ 
Every car that drives over your 240 | || Tester gets an 
Ss 


a 


instant alinement test that proves 7 out of 10 need aline- 


Gers 
ment. Your | --3 | Tire Waste Forecaster tells them what 


percent of tire life they are wasting. The ‘ga Red Test Tag 


is their written report. 4 out of 5 will buy alinement. The 


_| Stub of the Red Test Tag is used to make appoint- 


_ 
Lc nada ts 


—_ 


=... 
Pe en Slee en 
ments for work on your Viee aes Red Tag Job Schedule 


“meet A 
Chart. For owners who don’t order immediately, the 
Reminder Postcards get 'em! pearl & @ Signs and 


Fe) a 
z Literature draw new customers. 


Most Accurate Way To Check and 
Correct Caster and Camber! 


To check Caster and Camber select one of the 7 


NG? Check-O-Matic Templates for the car you are going 
on 


oS 


Agrees Gauge 


| Yor to wheel hub and level gauge. 


to aline—place it on the No. 27? 
4. 


and then attach 


ite aR is centered in solid area, Camber is 
in 
Ht thi 

! sistesq Ds 
OK! If bubble med 


ee Oe ee “NN 


Matic tells you where rem VE FF on rae and how much 


nt NS —~~ Gass ste 


SHIM FOR EACH MARK; to adjust. Caster is checked the same 


way! Toe adjustments from the 240 Tester 


reading completes the job! 


If bubble 


is not not centered, Check-O- 





this Bear Combination is working for hundreds 
of Successful Shops and Service Stations! 

Your Bear Representative is ready to prove that this Bear 
Combination will work for your dealers. With Check-O- 
Matic, they'll have mechanics doing precision wheel @ (@ 
alinement in a couple of hours. 2 


BEAR ( 


— the greatest name in Wheel Alinement 


Copyright 1961 Bear Mfg. Co, R-268-NP 





Get the complete INCOME BUILDING 
story in these 2 FREE Bulletins! 


BEAR MFG. CO., Dept. N-6, Rock Island, Ill. 


Rush the Red Tag and Check-O-Matic Bulletins to 


me without cost or obligation. 
Name 

Compay 

Address 


City 





of inland waterways now considered 
unnavigable could be opened to inter- 
state barge traffic. 


Texas service stations last month 
began collecting a 2% sales tax on 
most .TBA items. Lubricants are in- 
cluded under the new tax as well. 

Items already taxed under other 
statutes, such as gasoline and special 
fuels, are exempt. 

The broad new levy, which covers 
many retail items, is expected to bring 


in $319,326,240 in revenue in the 
next two years and help rescue the 
state from its financial doldrums. 
The tax affects jobbers, as well as 
service stations, although most whole- 
sale sales will be tax exempt. State 
Comptroller Robert S. Calvert has 
ruled that regardless of whether a 
person may be engaged primarily in 
the wholesale business, he will be con- 
sidered a retailer under the law. 
However, most wholesale sales will 
be exempt under the ruling that sales 





Ease the 


ROFII SQUEEZ 


with low-cost efficient 


JAY T gin Oo) 00) ©) a =3-3-10) o> 


Superior Kellogg-American engineering and workmanship keep costly 
down-time and maintenance at an absolute minimum. 


Kellogg-American compressors assure lower operating cost and higher 
profits by delivering more USABLE FREE AIR per kilowatt hour. 


Warehouses and parts depots are strategically located throughout the 


country to insure prompt shipment. 


Kellogg-American will help you select the most effi- 
cient and economical compressor for your require- 
ments from over 250 different models; 4 thru 20 
HP; single or two-stage; horizontal or vertical. 


For full details, see the Yellow Pages for the name of your 
nearest Kellogg-American jobber or write to: 


KelloggAmerican 


DIVISION SCAIFE COMPANY « PITTSBURGH 35, PA. 











for resale are not taxed. Calvert said 
the burden of proof will be on the 
seller to show that such transactions 
are not retail sales subject to the tax. 
He said one way to show a sale was 
made for resale is to produce a certifi- 
cate signed by the purchaser stating 
that such is the case, relieving the 
seller of liability for the tax. 

Service-station operators may do 
one of three things in paying the tax: 

1. The operator may sign a resale 
certificate at the time of purchase of 
any tangible property. In this case, he 
will not pay a tax on the purchase, 
but will collect the tax from his cus- 
tomers. The tax will be based on the 
total selling price. If the operator 
uses any of the stock himself he will 
owe a tax based on the price he pays 
his supplier. 

2. He may pay the tax to his sup- 
plier at the time of purchase. This 
way he will pay the tax based on the 
price of the property sold to him. If 
he sells the property for that price, 
he charges the customer the same 
amount of tax he paid. If he sells for 
a profit, the tax is collected on the 
greater price. 

3. He may use the resale certificate 
and also pay the tax to the supplier at 
the time of purchase, in combination, 
depending on the kind of property 
purchased. 

Calvert cited this as an example: 
“He may wish to pay his supplier the 
tax on the purchase of greases he uses 
in grease jobs for his customers, due 
to the difficulty of determing the ex- 
act amount of grease used in a given 
job. On the other hand, he may wish 
to sign a resale certificate when he 
purchases such items as tires, tubes, 
and batteries, since these are rela- 
tively easy items to distinguish for ac- 
counting purposes.” 

While there has been no official 
ruling, it is apparent that the law in- 
tends that labor charges not be in- 
cluded when computing the sales tax. 


Midwest 


Sea-way Marketing Co. 
wants 100 stations in 
Indiana by year’s end 


A NEW COMPANY is attempting to 
become a major factor in gasoline 
marketing in northern Indiana. 
Sea-Way Refining Co., Weston, 
Ohio, and its subsidiary, Sea-Way 
Marketing Co., Crown Point, Ind., 
hope to have 100 company-owned, 
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private brand stations operating in the 
area by the beginning of winter. 

Some Midwest marketers are skep- 
tical about the scope of Sea-Way’s 
plans, but Sea-Way Refining vice 
president Charles Black says the com- 
pany has more than 25 stations in 
operation already and is negotiating 
for more, both in Indiana and Detroit. 

Some of Sea-Way’s acquisitions 
have been single purchases, some 
have been chains. It bought six Hi- 
Way stations in Gary. 

Sea-Way is selling a single “pre- 
mium” grade at the same price as 
major-brand “regular.” It buys all of 
its gasoline from outside suppliers, 
then adds a carburetor-cleaning ad- 


‘\) ditive it manufactures at the Weston 


refinery it bought from Midwest Re- 
fining Co. 

Sea-Way discontinued making gas- 
oline at the refinery and now pro- 
duces only lubricating oils and the 
additive there. 

Berry Refining Co., Gary, Ind., is 
Sea-Way’s principal supplier, but Black 
says his company also will buy from 
Ashland and others. 

Black said his company likes the 
northern Indiana area because of the 
heavy-industrial development going on 
there as a result of the St. Lawrence 
Seaway and Burns Ditch projects. 


Rockies 


Gas and oil men view a 
national fuels policy 


with increasing alarm 


OIL AND GAS leaders in the Rockies 
are alarmed at agitation for a national 
fuels policy. 
The subject of 
a national fuels 
study, as being 
conducted cur- 
rently by a Senate 
committee, has 
top billing at the 
annual meeting of 
Rocky Mountain 
Oil and Gas Assn. 
\ at Denver, Oct. 
By Frank Pitman 19-21. 

W. C. Norman, president of Colo- 
rado Oil and Gas Co., will lead off 
the discussion with the major address. 
The delegates — representing some 
2,200 members in seven states—will 
take it from there, with a resolution 
slated for later adoption. 

Norman heads an integrated com- 


pany that includes Derby Refining 
Division, a substantial marketer in 
Kansas, Oklahoma, Missouri, Nebras- 
ka, and fringes of Colorado. 

The Rockies’ oil men pricked up 
their ears at Senate approval of a 
resolution appropriating $25,000 for 
preliminary study of a national fuels 
policy. Originally coal interests urged 
a $200,000 appropriation and appoint- 
ment of a special committee to con- 
duct the study. 

As approved, the Senate resolution 
leaves the responsibility for the study 
with the Senate Interior and Insular 
Affairs Committee headed by Sen. 
Clinton Anderson, New Mexico Dem- 








A lovely miser... because the money 
made and saved is yours! Autoquip’s 
popular new Space-Miser simply gives 
you lots more undercar working area, 
as much as twice that of conventional 
units! Result: easier, faster servicing, 
increased profits. 


Regions 


ocrat. Anderson’s committee conduct- 
ed two days of hearings in June on 
the subject with national leaders of 
oil and coal companies testifying. 

Oil and gas men in the Rockies 
have been aroused by actions they say 
indicate coal leaders want to restrict 
the use of fuel oil, or natural gas, or 
both. 

They point to testimony before the 
committee by Michael F. Widman 
Jr., assistant to the president and di- 
rector of research and marketing de- 
partment for United Mine Workers. 
He said: “The importation of residual 
fuel oil along the Eastern Seaboard 
of the United States has had a very 





COMPARE! Save money — low initial cost, minimal maintenance: 
most efficient auto lift made! 


COMPARE! Versatility — handles any foreign or domestic car, 
whatever the year of manufacture. 


COMPARE! 10 year warranty — and proved first for safety and 


reliability, too! 


Write today for complete information. 
* 
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serious impact upon the coal indus- 
try in the nation. The flood of residual 
oil, the residue left after the refining 
process, has grown to such propor- 
tions that it threatens to strangle coal 
into oblivion. Residual oil competes 
with coal in its primary marketing 
area, electric generation and large in- 
dustrial plants. The competition is not 
conducted in a fair manner, but, rath- 
er, in such a way as to undersell coal 
at any cost.” 

Robert B. Laughlin, executive vice 
president of Rocky Mountain Oil and 
Gas Assn. told the committee: “There 
have been many fuels studies in the 
past. If the Senate believes that a 


further study is desirable we will co- 
operate fully.” 

Most marketers and producers in 
the region share the view of H. A. 
True, president of Wyoming Petrole- 
um Industry Committee, who told 
Anderson’s committee: “Many of us 
in Wyoming are somewhat confused 
as to the actual intent of this resolu- 
tion. We just do not understand all 
of its ramifications. We sincerely hope 
that there is no intention of limiting 
the historic right of each individual 
consumer to choose the fuel he de- 
sires from a fully competitive market. 
Such choice always has been and 
should continue to be made strictly 
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“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M TOP MAN ON THE TOTEM POLE!” 


Your Dealers — and you—can be top men in your town when 
you become a Richfield Distributor. You’ll get the very highest 
quality in products, in merchandising, in advertising and in 
supplier help and cooperation. PLUS the exclusive benefits of 
this unwavering policy: Richfield does not market its branded 
products in competition with Richfield branded distributors. 
Like to talk it over? Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


3 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 


RICHFIELD 


on the basis of efficiency, economy 
and personal preference.” 


>Utah Assn. of Petroleum Retailers 
is appealing a judge’s ruling that 
Utah’s gasoline-price-posting law is 
unconstitutional. 

It wants the state supreme court to 
reverse a decision by district judge 
Joseph C. Jeppeson invalidating the 
1951 law and an amendment adopted 
this year. 

The judge called the law an “un- 
lawful interference with private busi- 
ness.” 

The law required sale of gasoline at 
the price posted on the pump, and 
the amendment prohibited price signs 
larger than 12 in. square. 

Several dealers were arrested (NPN 
—Sept. p31) and charged with display- 
ing illegal-sized signs before the court 
ruled the law unconstitutional. 


The West 


CPMC heads deny plan 
to offer consignees 
confidential data 


OFFICIALS of California Petroleum 
Marketers Council (CPMC) deny that 
its consignee division has any program 
to collect and dis- 
seminate _confi- 
dential data on 
operations of ma- 
jor oil companies. 

The program 
was outlined in 
this column last 
month (NPN— 
Sept. p26), based 
on an_ interview 
with Charles D. 
Morley, _execu- 
tive director of 
CPMC’s consignee division. 

Morley said a confidential file would 
be kept on the relationships of con- 
signees with their suppliers. It would 
contain such information as pricing, 
contractual arrangements, and rebates, 
and would be available to other mem- 
bers of the consignee division. 

“There’s no such program,” de- 
clares Leonard Phelps, president of 
the consignee division and a Signal 
Oil distributor in Stockton, Calif. 
“Morley had such a program in mind, 
but it doesn’t reflect the sentiment of 
the majority of the consignee division. 

“At our next meeting in San Diego 
(this month) we will review whether 
we want a paid executive director to 
represent us,” Phelps said. 


Cae él 
By Mark Emond 
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CPMC president G. A. Powell, Rio 
Grande distributor from Los Angeles, 
said such a program was not only im- 
mature, but also “a distorted projec- 
tion of what the CPMC as a whole 
would care to implement.” 

Dan Lundberg, CPMC public- 
affairs adviser, said such a program 
was a surprise to him. 


Humble Oil and Refining Co. has 
completed negotiations for leases on 
13 Walker Oil Co. stations in South- 
ern California. This boosts the number 
of stations flying the Enco flag to 105. 

The remaining two Walker stations 
may be acquired by Humble, too. 

Six of Walker Oil’s outlets are 
located in Santa Barbara, three in 
Orange County, and the remainder 
scattered elsewhere. 

Walker Oil, North Hollywood, has 
been marketing gasoline through its 
own brand retail outlets for about 114 
years, 

A Los Angeles marketer describes 
the typical Walker outlets as “modern, 
good-looking, and well-located.” The 
company sells at independent prices. 
Stations are normally run by three 
shifts of one man each. 

A spokesman for Walker Oil says 
the company is not going out of oil 
marketing but will build some new 
stations soon. 


Sunnyvale, Calif., jobber has ad- 
mitted he sold more than 70,000 gal. 
of substandard jet fuel for ultimate 
use in cars during the past four years. 
The jobber, Lars Martin of Sands 
Oil Co., was fined $1,000, given a sus- 
pended three-month jail sentence, and 
placed on probation for two years. 
He said he bought the fuel (75% 
kerosine, 25% naptha) from military 
installations for 2¢-4¢ a gal. It had 
been declared substandard for avia- 


tion use, and was being offered for 


possible use in road oil and roofing 
compounds. 

Martin sold it as motor fuel at wide- 
ly varying prices, depending on 
whether the retailer knew what he 
was really buying. Some retailers, 
thinking they were getting perfectly 
good “bootleg” gasoline, paid only 2¢ 
or 3¢ less than the market price. 

Deliveries were carefully spaced so 
that good gasoline already stored at 
an outlet would not be adulterated 
more than 10% to 25%. In the case 
of major-company outlets, careful 
spacing was necessary also to allay 
suspicions of regular suppliers. De- 
liveries often were made late at night. 

Several drivers reported damage to 
their vehicles. At least two civil suits 


are expected to be filed charging that 
the adulterated fuel caused complete 
freezing of pistons in sports cars. 

Martin blamed price fluctuations 
and recurring price wars for his activi- 
ties. Several dealers involved said they 
could think of no other way to main- 
tain profits during a recent four- 
month price war, which saw retail 
gasoline prices go as low as 19.9¢ a 
gal. 

To discourage other jobbers from 
entering the jet-fuel business, the 
Santa Clara County sealer’s office and 
the state Board of Equalization re- 
quested local military sales agencies 
to inform them of all regular and 
large-scale purchases of the product. 
The Board of Equalization launched 
a statewide investigation to determine 
how widespread the practice is. 


Regions 


It is expected to bring criminal 
tax-evasion charges against some re- 
tailers who were involved. 

Also, at least two majors (Mobil 
and Texaco) are planning to bring 
suits against certain of their outlets 
for selling adulterated fuel. 


Douglas Oil, the West Coast sub- 
sidiary of Continental Oil, is moving 
into the Oregon gasoline market. 
Douglas is opening four stations in 
Oregon; two in Eugene, one in Med- 
ford, and one in Portland. It now has 
360 stations and has budgeted 60 more 
for this year. 


Tidewater Oil Co. has appointed 
H. N. Matson as western division 
credit manager. He formerly was as- 
sistant credit manager. 








You'll make friends and save money with 


TOKHEIM 


Smart operators are finding it pays 
to place Tokheim electric pumps 


with consumer accounts, instead of 

used service station dispensers. 

When maintenance cost of used 
computers is weighed against the moderate 
price of Tokheims, these new pumps are 
actually bargains. And they will keep cus- 
tomers much happier than the off and on 
performance of old pumps. What is more, 
the average farmer needs a computing pump 
like he needs a drought! Consider these facts 
before you slough off those old computers 


on your farmer friends. 


SYMBOL OF EXCELLENCE 


Tokheim Model 86-D 
Electric Power Pump Deluxe 


for Motor Fuel 


Other models available. Notable 
features include unit design of 
pump and motor eliminating 
mechanical seals, belts, packing. 
Motor cooled by liquid—starts on 
70 volts. Self-priming rotary 
pump. 14 g.p.m. delivery. Low op- 
erating cost. Horizontal register. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Avenue 


Fort Wayne 1, Ind. 





Subsidiaries: GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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TESTS SHOW TOLAD 
MOST EFFECTIVE 
MOST ECONOMICAL 


for minimizing sludge 


in diesel fuel 


1. Diesel fuel with no additive shows large agglomera- 
tions in excess of 30 microns. 2. With Additive “X" at 
100 ppm, agglomerations averaged 4-5 microns 
Treating cost wos $24.60/M bbls. 3. Additive “Y", 
ct 100 ppm, left hydrocarbon masses larger than 
5 microns. Cost: $20.40/M bbls. 4. Same concentration 
{100 ppm) of TOLAD Fuel Additive dispersed residve 
into small particles averaging Y% micron at cost of 
$18.60/M bbls. 


—+ One micron, scale. 
Test samples of fresh #2 diesel fuel were 
treated with Torap* Fuel Additive and 
two other additives at 100 ppm. These 
samples along with one containing no ad- 
ditive were subjected to a 12-week storage 
test at 110°F, after which the sludge par- 
ticles were photographed through a 6000- 
power electron microscope. 

These photomicrographs clearly demon- 
strate the superior dispersion qualities of 
Tovap. 

ToLtap pays you by paying for itself in 
maintaining the quality and salability of 
your diesel fuel. 

Tovap is available in 16 formulas to solve 
your fuel-treating problems. Tretolite labo- 
ratories will test your fuel and recom- 
mend the correct ToLtap Fuel Additive 
formula for your specific requirements. 
For complete information on ToLap, or 
test arrangements for your fuel, call or 
write... 

* Registered trademark, Petrolite Corporation 


od J OD EM 


FA-60-4 


Offices and Representatives in 
CANADA «+ ENGLAND « VENEZUELA « BRAZIL 
COLOMBIA + GERMANY « ITALY « JAPAN « KUWAIT 

MEXICO « NETHERLANDS ¢ TRINIDAD 
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What They're Saying 


About ‘price favoritism and discrimination’ 
against dealers .. . API's travel-development 
program ... high state gasoline taxes 


s  SéContinuance of 
the present extent 
of price favori- 
tism and discrimi- 
nation against es- 
tablished retailers 
is leading to eco- 
nomic chaos for 
the gasoline-distri- 
bution industry. It 
is weakening the 
suppliers’ own es- 
tablished __retail- 
distribution system, and the most 
shocking thing of all is that the in- 
dustry has the painful lesson of the 
past twenty years before it and still 
perseveres in repeating the same mis- 
take. True competition is not charac- 
terized by exploitation and price dis- 


Hawley 


| crimination. If it were, the competitive 
| system would have little to offer man- 


kind. Competition, real competition, 


| also embraces the idea of live and let 


live.” Cash B. Hawley, former presi- 
dent, National Congress of Petroleum 


_ Retailers 


¢¢ Percentage de- 
pletion results in 
a lower effective 
tax rate on the 
difference  be- 
tween  expendi- 
tures and reven- 
ues than the rate 
applicable to or- 
dinary income. 
This differential 
treatment __in- 


Gonzalez - 
creases net in- 


| come after taxes and unquestionably 


has attracted more capital into the 
business than would have been in- 


| vested if depletion had been limited 


to cost. From this fact many critics 


| quickly jump to the erroneous con- 


clusion that percentage depletion has 


| caused an inefficient allocation of capi- 
| tal to petroleurn operations. Such a 
| conclusion is not logically valid. Much 


can be said for the opposite proposi- 
tion that the uniform imposition of 
income taxes in itself would have re- 
duced the flow of capital into petro- 
leum unduly relative to nonmining 


| industries.” Richard J. Gonzalez, direc- 


tor, Humble Oil & Refining Co. 


¢¢After the recent price gyrations, the 
Detroit motorists can still buy gasoline 
cheaper than they could last February. 
Does this indicate collusion? Detroiters 
are getting a substantial bargain be- 
cause they are paying less still than 
motorists in other big Midwestern 
cities.” M. S. Schiller, president, Speed- 
way Petroleum Corp. 


CC[The results of 

the Ethyl survey] 

were woven into 

the fabric of the 

[API travel-devel- 

opment program] 

—designed to ap- 

peal to funda- 

mental human de- 

sires — desires 

relating to leisure- 

Moir time activities; de- 

sires having to do 

with self-education and the education 

of our children; and, finally, desires 

relating to a host of recreational and 

pleasurable needs. . . . There is nothing 

wrong with our industry—price wars, 

oversupply, to name a couple—that 

an increase in demand won't cure. 

. . . This is our stake in the future 

and we’d better nurture it.” Harry L. 

Moir, chairman, travel-deveiopment 

committee, American Petroleum In- 
stitute 


¢¢ We believe the importation of crude 
oil should supplement and not supplant 
domestic production. If, under this 
policy, it is determined that crude- 
oil imports should be restricted, we 
feel very strongly that the fairest and 
most practicable method is through 
the imposition of a higher rate of 
tariff.” Clarence H. Thayer, senior 
vice president, Sun Oil Co. 


(¢Many states will collect fewer dol- 
lars from taxes on gasoline than they 
expected to because high gasoline 
taxes have become self-defeating. Con- 
sequently, budget for spending on 
state-highway projects will be thrown 
out of balance.” Paul R. Shay, chair- 
man, Wisconsin Petroleum Council 
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Autolite, the newest division of the Ford Motor Company, breaks with THE BIG SELL. The biggest 
(and most dynamic) advertising and promotion campaign in Autolite’s history. The weapons? National 
television, Life magazine, 8 other national magazines, and a fall promotion that won’t quit. The 


products: Autolite spark plugs, Autolite batteries, Autolite ignition parts. 
We’re gunning for America’s 72,000,000 drivers. And you’re the winner. AUTOLITE 


THE 








THE 


BIG Wait till you see the “Straightaway” — Autolite’s new nationwide half-hour 


SE LL IN show of dynamic men and machines. The world premiere is Friday night 


October 6th. If you miss the first show, just tune in ABC-TV any Friday night 
at 7:30. We think you'll like the Autolite commercials, too. Watch football? Keep 
an eye out for the Autolite commercials on the 

televised American Football League games this fall. AUTOLITE 















The “Straightaway”’ ABC-TV Friday Nights AFL Football ABC-TV Sundays 
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A big brass band of full-page full-color ads this fall in none other than 
Life magazine. You've already seen the first ad in the September 8th 
issue. Another one is coming up October 13. Plus one in November. 
And another in December. Besides Life, there’s a fall line-up of full- 
page ads in 8 other books—Car and Driver, Motor Life, Road & Track, 


Hot Rod, Motor Trend, Popular 
AZ AZ & > Science, Popular Mechanics, 
and Mechanix Illustrated. 





INEWS! 


FORD MOTOR COMPANY SWITCHES TO AUTOLITE 


Autelste spart plugs are now specified by Ford Motor Company engueers 25 origmal equipment oe every 
Ford, Falcon, Thunderbird, Mercury, Comet, and Lincele Continental they build. One reason why that 
Autolite Power Tip spark pings actually clean themselves while you drive. They burn anay fouling 
deposits to keep your engine's power and economy at thew peat. See the full story m pictures below 
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Autolite, the first spark plug that cleans itself 
Motor Company engineers for original equips 
Thunderbird, Mercury, Comet, and Lincoln Cj 
" you-drive, be sure that you always replace @ 
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a Grand Prix scale-model electrically-powered Racer Kit. With the coupon 
they can get the kit (that costs $2.00 in model shops everywhere) for only 
Ge LL i N a dollar. Your customers don’t have to buy a thing. But you get the best 


chance in the world to sell them Autolite spark plugs, bat- 
teries, ignition parts plus every- 

TION thing else you stock. Sign up for 
this one quick .. . it’s terrific. 


We’re swinging into action now with a nationwide dealer sales promotion 
program. One that will pull customers into your station with cash in hand. 
You give them a free performance check-up and a money-saving coupon on 








THE 


BIG 


SELL FOR 


The more Autolite products you sell the more money you make. That’s 
why THE BIG SELL is for you. If you don’t sell Autolite, we say only this: 
we know where we’re going and how we're going 

to get there. Maybe you want to come along. AUTOLITE 
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GASOLINES HEATING OLS 
OMmset ons KEROSENE 


A fact-filled, eight-page booklet 
on Delhi, its operations and New 

York State terminal facilities is 
yours for the asking. Write E. J. Cogan, 

Delhi-Taylor Oil Corp., 

832 James St., Syracuse, N.Y. 


Delhi’s first year as a petroleum marketer in New 
York State was completed with three new company- 
owned terminals operating in Rochester, Syracuse, 
and Utica with leased facilities in Albany. That’s 
moving right along! 


Delhi’s marketing men who manage the New York 
State operations have made great strides in their first 
twelve months. Fuel oil jobbers and private branders 
learned, first-hand, that these company representa- 
tives could assist them with local marketing problems. 
Buyers found the Delhi representative was able to 
render on-the-spot decisions that enabled them to 
speed up their purchasing operations and keep their 
daily product requirements on a current basis. 


Delhi, as one of the country’s largest independent 
oil companies, limits its operations to refining, bulk 
cargo sales and delivery to local private brand mar- 
keters. Modern Gulf Coast refineries located at tide- 
water assure a constant Delhi product supply during 
all seasons of the year. 


Investigate Delhi as your supplier of highest qual- 
ity gasolines, heating oils and diesel fuels. 


DELHI DELHI-TAYLOR OIL CORPORATION 
. Regional Sales Office: 832 James St., Syracuse, N. Y. 
6114 General Offices: Fidelity Union Tower/ Dallas, Texas 
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When jets get thirsty, that’s the time for U.S. Royal Aircraft Fueling Hose, now outperforming competition at airports 
across the nation. This extra-tough hose ignores severe weather conditions. Defies abusive treatment. Won't kink or 
collapse. Resists the new aviation gasolines and jet fuels. Yet it’s light, flexible, a cinch to handle. Ask the men whose 


job is fueling airplanes! 
H 131 








Why does industry prefer US Hose? Because, in the most de- 
manding applications, US Hose delivers and continues to deliver, often 
performing faithfully after other hose have failed. It is this consistently 
superior performance that explains why US is the largest hose manu- 
facturer in the world. 
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Easy to handle, yet tough to hurt — that’s U.S. 
Royal Fuel Oil Delivery Hose. Trucks by the thousands 
depend on its light weight, flexibility, durability, kink 
resistance. Its overall efficiency, especially under harsh 
conditions, is unbeatable. You can really rely on this and 
ALL US Hose. i 
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The tougher a tank truck’s job, the more a driver 
(and his boss) appreciates U.S. Royal Tank Wagon Hose. 
Run over it, park on it—its ‘soft’ construction and in- 
herent toughness leave it unharmed. Super-flexible, 
easy-handling, this US hose drapes from a tank truck’s 


back or side without kinking. " 
H1 














Within sight of the Capitol, this busy Washington gas 
station is typical of the thousands that depend on U.S. 
Royal Wire Braid Gasoline Hose. Strong, long-lasting, this LV a a 
hose shrugs off hard service, keeps coming back for oo asia 


ACTIVE MEMBER 





A 
WATIONAL ASSOCIATION 
Ol EQUIPMENT JOBBERS 








more. Some operators say it outlives other hose by 


SEE US AT BOOTH 14 
400%. Try that on your cash register! 


National Oil Equipment 


Jobbers Convention 
WASHINGTON, D.C. 
October 15-18 
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For every industrial rubber product need, turn 
to US. For Conveyor Belts, V-Belts, the original 
PowerGrip “Timing”® Belt, Flexible Couplings, 
Mountings, Fenders, Hose and Packings... 
custom-designed rubber products of every de- 


US 


WORLD'S LARGEST MANUFACTURER 
OF INDUSTRIAL RUBBER PRODUCTS 


scription. Discover why U.S. Rubber has become 
the largest developer and producer of industrial 
rubber products in the world. See your US Oil 
Equipment Jobber. He has a superior hose for 
every marketing need. 


United States Rubber 


MECHANICAL GOODS DIVISION 





Where does 


~ back room 
business 
come trom?’ 


Cars don’t get on the lube rack by 
themselves! 


Back room business starts at the island. 
When a smart station operator asks a 
customer, “How long since you've had a 
new oil filter?” he starts a chain reaction. 
He can end up selling the customer an oil 
change, 2 lube job, an air filter replace- 
ment and other TBA items. 


This kind of business puts real profits 
in dealers’ pockets! And in today’s mar- 
ket, back room business can make the 
difference between whether a dealer 
makes a go of it or closes his doors! 

But somebody has to point out to the 
dealer the potential of this market and 
just how easy it is to get a share of it. This 
is where FRAMARKETING*® enters 

‘the picture. Not a one stage, one phase 
plan that works for a limited period, 


FRAMARKETING* is a year ‘round, 
round-the-clock sales development serv- 
ice—the industry’s most complete. 

Over 200 Fram field representatives 
are at work daily with special oil com- 
pany dealers’ problems. Fram’s sales in- 
centive programs keep the dealer contin- 
ually promoting filter sales. Fram’s broad 
advertising program builds acceptance 
for Fram Filters with consumers coast to 
coast. Product innovations, such as new 
Fram “Wear-Guard” construction assures 
customer satisfaction for repeat business. 

It’s no wonder that Fram Filters are 
sold by more service dealers than any 
other brand. Why not give all your deal- 
ers the benefits of FRAMARKETING* 
through your own organization? For de- 
tails, phone or write National Accounts 
Division, FRAM CORPORATION, 
Providence, R. 1. GEneva 4-7000. 


ONLY FRAM GIVES 


SXFRAMARKETING ...the automotive industry's most complete service 
for development of volume filter business ... through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 
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SPECIAL FROM WESTINGHOUSE! 
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$9.95 VALUE! TX-25 Kit complete with: Ali brass fittings « 
Propane cylinder « Pencil burner head « Utility burner head 
e Soldering head « Flame spreader e« Flint sparklighter e« 
Metal carrying case (Replacement parts available everywhere). 


GET THIS BERNZ-0-MATIC TORCH KIT FOR ONLY $452 
WHEN YOU BUY ANY 12 WESTINGHOUSE SAFE-T-BEAM°HEADLAMPS 


Now—while you make money with high-profit Westing- 
HERE’S HOW TO ORDER: house Safe-T-Beam headlamps...you can save money 
12 Westinghouse 6006, 6012 YIN on a terrific Bernz-O-Matic Torch Kit. Worth $9.95, it’s 
merit ny one if yours for only $4.60 during the Westinghouse Safe-T- 

"”Y | Beam headlamp offer. You'll use it for dozens of jobs 
12 Westinghouse 4001 or 4002 j/)//// | around the home or at the shop—paint removal, 
Headlamps and Torch Kit— TEREST] a} sweating copper tubing, tile setting, soldering. Get 
mad i | yours today! You can be sure... if it’s Westinghouse. 





LIMITED TIME OFFER! ae 

Don’t delay—order today from Beal |\ 3 

your nearest Westinghouse naw W St 

Lamp Division Sales Office or e | n 0 use 
your Westinghouse headiamp 

supplier. (*Sugg. Dealer Cost) 








Westinghouse Lamp Division, westingnouse tiectric Corporation. Bloomfield 2.14 
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PREMIUM 


Out Front 


The totally new line of Bowser gas- 
oline dispensing equipment is a 
sales-motivating eyeful. One 
glance reveals creative merchan- 
dising leadership expressed in 
brilliant dial face lighting that 
beckons and persuades. . . smart 
contemporary styling that en- 
hances any station design . . . and 
a gleaming, exciting profile that 
adds utility and beauty in fullest 
measure. These are the outward 
signs of value. Beneath the glam- 
our is an impressive list of mechan- 
ical advances that make the 
fluorescent-lighted Model 51 and 
the unlighted Model 48 the best 
built, best performing and best 
value ever offered. 





MODEL 51 
Fluorescent-Lighted 
Styled by Bruce Kamp Associates 


HECULAR 


f 


Conveniently positioned Easy-to-reach computer New micro switch elimi- Improved Xacto meter has 
switch and computer variator makes price nates service problems new piston cups and hard 
handle provides efficient, changes quick and inherent in lever and rod metal cylinders for 
one-hand control. simple. linkage. longest life. 




















Both Models 48 and 51 available as com- 
\ n plete suction pumps or dispensing pedes- 
ALAND 4 tals for use with Bowser remote pumping 
U ~ = €6©6systems. 
Write today for literature. 


Bowser, Inc. « Fort Wayne, Indiana 
In Canada: S. F. Bowser Company Ltd., Hamilton, Ontario 
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THEY'RE HERE! 


wv 


NEW ’62 FORD TRI 


Get full-time economy that only 
starts with Ford's low price! 


Meet the trucks that make saving money a full- 
time business—new Ford Trucks for ’62! 


In a selection of over 600 models there’s a truck 
that’s right for your job, whatever your job... 
trucks that you can buy and operate at lower cost 
... trucks that can save you money mile after mile, 
load after load, year after year! 


They save on price. They save on gas and oil. 
They save on tires and on maintenance—wherever 
there’s a way to save! The full record of Ford 
economy, covering three years of independent 
tests, is detailed in Ford's Certified Economy 
Reports. See your Ford Dealer now. Check out the 
facts, work out a deal, and drive out a truck that 
saves money .. . full time! 


FORD TRUCKS COST LESS 


SAVE NOW...SAVE FROM NOW ON! 


AMERICA’S MOST POPULAR VAN— 
and smal! wonder! Econoline savings start 
with a price far under any popular '4-ton 
conventional panel on the market! And 
they continue saving every day—certified 
tests have shown that in 16,000 miles, 
savings in operating costs compared to 
the conventional panel you may now own 
could top $100! Big 4-ft. doors rear and 
curbside plus 204 cu. ft. of loadspace 
and a floor that’s flat the full length 
provide for easy handling of cargo. 
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EXCLUSIVE 100,000-MILE WARRANTY on 401-, 477- and 
534-cu. in. Super Duty V-8’s is the most liberal in the industry. 
Each major engine part (including block, heads, crankshaft, 
valves, pistons, rings), when engine is used in normal service, 
is warranted by your dealer against defects in material or work- 





PRODUCTS OF MOTOR COMPANY 
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manship. The warranty covers full cost of replacement parts for 
100,000 miles or 24 months (or 3,000 hours if used as a power 
source for other than propelling the vehicle), whichever comes 
first . . . full labor costs for 50,000 miles, 12 months or 1,500 
hours, sliding percentage scale thereafter. 





~~ « 


- 


ECONOMICAL HEAVY DUTY V-8’s with 292-, 302- 
and 332-cu. in. displacement give you tailored-to-the-job 
economy at much lower prices than you would expect in 
trucks with engines of this size. Ford’s modern short- 
stroke design and high compression ratios make con- 
versions to LP-Gas operation simple and economical. 


47 





Chet Dods, Purolator Sales Manager, backs up Purolator 
quality with a special selling crew whose every effort is de- 
voted to service station sales and service. He is shown here 
with an oil company representative, making a cooperative 
call at one of the company’s dealer stations. 
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“The service station man is the 


key man in every Purolator sale 
... and we never let ourselves forget it!” 


PUROLATOR NATIONAL 


says CHET DODS, ACCOUNTS SALES MANAGER 


This constant emphasis on the importance of your 
dealer to every Purolator filter sale explains . . . 


... Purolator’s policy of devoting an entire sales 
force exclusively to TBA sales. This sales force is 
concerned with every aspect of filter sales, service 
and distribution through your marketing channels. 
Purolator TBA salesmen are experts in dealer train- 
ing and filter technology. They know your problems 
and how you operate (many have oil company 
backgrounds). They can help make your filter sales 
program more effective and more productive. 


The importance of your dealer also explains the 
thinking behind Purolator’s sales-proven ‘‘Listen to 
the Man’ promotion. In the biggest local radio 
campaign (covering over 120 major gasoline con- 
sumption markets) in filter history, every commer- 
cial tells the motorist to “Listen to the Man”... 
listen to the expert —the service station man when 


he recommends an oil change and a new filter, or 
makes any suggestion for better car care. 


The “Listen to the Man’ message is also ham- 
mering away at the consumer on 600 outdoor 
highway signs and by a widely acclaimed television 
series for women drivers. 


Or as one oil company marketing man said, “It 
is gratifying to see how everything Purolator does 
dovetails with our own merchandising and promo- 
tion.”” Why? Again . . . because of the emphasis on 
the importance of the service station man to every 
Purolator sale. 

The Purolator TBA sales force is available to help 
you. If you would like to know more about this 
special TBA team, drop a note to Chet Dods, Na- 
tional Accounts Sales Manager, Purolator Products, 
Inc., 970 New Brunswick Ave., Rahway, N. J. 


**Purolator’’ and ‘‘Super-micronic’’ Reg. U.S. Pat. Off. 


The Standard Equipment Line 


PUWROLATOR 


OIL, AIR & GASOLINE FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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only 
NEOPRENE 
gives 

hose such 
ALL- AROUND 
protection 
against 
abuse 


Oil-handling service tortures hose. Twisted and flexed, reeled 
and unreeled . . . dragged around corners and across rough 
pavement . . . constantly exposed to oil, grease, and extremes 
of weather—it takes an outstanding cover to protect hose from 
this kind of beating year after year. 

Only neoprene has the necessary combination of proper- 
ties. Neoprene is known for its exceptional resistance to abra- 
sion and weather . . . for its ability to withstand oil and grease. 
acids and chemicals while retaining its properties. Neoprene 
won't crack with cold or soften with heat... stays tough and 
resilient despite day-in, day-out abuse on the job. 


That’s why a neoprene-covered tank wagon hose outlasted 
the truck of a large fuel oil distributor . .. why a pump island 
hose with neoprene cover showed virtually no wear after eleven 
years . . . why, for every oil-handling need, neoprene keeps 
hose on the job, saves on maintenance and replacement costs. 

Ask your oil equipment jobber for the facts, or write: 
E. I. du Pont de Nemours & Co. (Inc.), Elastomer Chemicals 
Department NPN-10. Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


REG. u. s. pat. OFF. 


Better Things for Better Living ... through Chemistry 


\ 
2 


4 
f ' 
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CLEAN YOUR GASOLINE” 
WITH WARNER LEWIS 





Now, the same water separator/filter pro- 
tection used for U. S. Air Force and commercial 
jets is available to the nation’s automobiles, truck 
fleets, pleasure boats and private aircraft. 

Fuel-Gard installs easily on any standard 
type dispensing pump; protects against rusty, 
leaky storage tanks and piping; prevents serious 


WARNER LEWIS cOMPANY 
o FRAN 


orrmon oF AM | — 


uauip Seana FILTER 








problems in engine fuel systems caused by 
water, rust and dirt in fuels. 

The Warner Lewis Fuel-Gard is a two-stage 
water separator/filter that removes all free water 
and microscopic solids from gasoline, jet fuel, 
diesel fuel, gases and air. Give your customers 


America’s cleanest fuel . . . with Fuel-Gard. 


For complete information, write for Bulletin FG-60. 


WARNER LEWIS COMPANY 


ram CORPORATION 
P. O. BOX 3096 * WeEbster 9-6386 * TULSA, OKLAHOMA 
am CANADA, LTD., STRATFORD, ONTARIO 


DIVISION OF 5 


IN CANADA: 
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Fuel oil before (at left) and after 
electric precipitation in PETRECO 
De-hazer. 


Bulk plant and terminal operators can rely on the 
compact, practical Perreco* Electric De-hazer to 
remove water, solids, and residual caustic (or acid) 
from home heating fuels—even those containing 
dispersant additives—immediately prior to loading. 
The result? Furnace oil is clear, bright, haze-free, 
saleable . . . without long, costly periods of storage 
for settling. 

The Petreco De-hazer operates quietly and auto- 
matically, at ambient temperatures, as simply as a 
fuel transfer pump. There is no filtering involved 


* Trademark of Petrolite Corporation. 


eet aOLIT EH 
"e 


UO nraeA TION 


RE<O 


DIivistown 
3202 South Wayside Drive (P.O. Box 2546), Houston 1, Texas 
1390 East Burnett Street (P.O. Box 7216), Long Beach 7, California 


A PETRECO ELECTRIC DE-HAZER IN YOUR BULK PLANT 
MAKES FURNACE OIL CLEAR, BRIGHT AND SALEABLE 


. no elements to change or back-wash. It has no 
moving parts, requires no steam, and can handle a 
wide percentage range of water in fuel. Utilizing 
the Petreco electric precipitation principle widely 
accepted by the petroleum industry, this dependable, 
economical unit can be custom-designed to fit very 
small areas. 

For complete details and data on the surprisingly 
low cost of installation and operation, write or 


phone... 


SUBSIDIARY AND AFFILIATED COMPANIES 
CANADA, Edmonton, Alberta « ENGLAND, London 
GERMANY, Frankfurt, a. M. « VENEZUELA, Caracas 


REPRESENTATIVES 


ARGENTINA, Buenos Aires « BRAZIL, Rio de Janeiro + COLOMBIA, Bogota 
ITALY, Rome + JAPAN, Tokyo » KUWAIT, Kuwait « MEXICO, Mexico, D. F. 


NETHERLANDS, The Hague «+ TRINIDAD, Port of Spain 
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2700 “ayes” 


have it... 


or 
ai 


More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 


BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 


INTERMEDIATE COURSE. For dealers with limited 
experience who desire additional management training in 
finances, personnel selection and inventory controls. This 


LOOK TO ATLANTIC FOR THE BEST 


IN 





course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 

All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. « Providence, R.I. 
Syracuse, N.Y. ¢ Pittsburgh, Pa. + Charlotte, C. 


MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 











it’s one thing 


to get an audience... 


... but it’s something else to get them to pay to see the show! 

In fact, it’s hardly any work at all to get a crowd. People are curious by 
nature, but notice how fast their interest withers when an admission fee 
is attached. 


Chances are that if we passed out copies of this publication on some street 
corner, just about everyone would accept a free copy — if not out of 
interest, surely out of curiosity. 


Oversimplified, perhaps, but that’s why we are choosy about who receives 
this publication. 


Before your subscription was accepted, we asked a lot of questions about 
your occupation, title, and business. We wanted to be sure you had a 
real vocational interest in the field we serve. 


Secondly, we further separate out the curious from the 
interested by charging an admission fee. You, and only you, 
are the judge of whether or not our editorial show is worth 
seeing and reading each issue. 

You continue to receive copies of this publication — not 
because your name is Smith or Brown or Jones, and not 
simply because you happen to be an engineer or plumber 
or administrator; but because you asked for it and were 
willing to pay the admission price of a subscription. 

The audited facts about our paid circulation audience 

are available to interested advertisers and advertising 
agencies in the tell-all reports of the 

Audit Bureau of Circulations. 


RR ae NATIONAL PETROLEUM NEWS @ 
For Oil Marketing Management Wy 
A McGRAW-HILL PUBLICATION 


ABC Paid Circulation--Measure of the Paying Audience 
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... adapts to every 
gasoline retailing strategy 
from 2-product promotion 

to all-out blending 











Here is an island pump that you can convert 
from a 2-product to a 3-product dispenser in 
only a few hours. Or you can just as easily con- 
vert it to a 9-grade blender. The pump is of 
course the famous Wayne Blender, but perhaps 
this is the first time you have thought of it as 
an across-the-board dispensing device. 


Gasoline retailing is changing. Where two prod- 
ucts once sufficed, three are now being offered 
by many retailers. And in highly competitive 
marketing areas, four grades are not uncom- 
mon. The trend — spurred by area marketing 
conditions as well as the widening octane re- 
quirements of today’s automotive mix—shows 
every sign of continuing. 


Wayne believes that blending is a sound 
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solution. But it also recognizes the needs of 
companies who—for specific marketing reasons 

want to retain identity of their brand-name 
grades. Wayne thus offers the blender both as 
insurance against tomorrow’s marketing devel- 
opments and as the most practical means of 
dispensing 2, 3 or 4 brand-name grades today. 


Mechanically it is simple. With a minor change 
in dial face, the blender becomes an attractive 
2-product pump, drawing regular and premium 


from your present tanks. Then if the market 
demands it, you can just as readily convert the 
blender to a 3-product, 3-brand dispenser (or 
a 4). The changeover is made entirely within 
the pump. Underground, nothing changes... 
the pump takes care of the proportioning. 
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The advantages of this system are many, and 
they increase as you add each new grade of 
product. For one thing, you are ready to meet 
the moves of competition on a moment’s notice. 
And you do so without adding new dispensers 
or more equipment underground. Further, 
every pump in your station delivers every grade 
of product you sell, which in turn helps you 
handle increased traffic. And finally, when and 
if you are ready for all-out blending, your pump 
investment is protected, for the blenders are 
already there on your island. 

If you would like to explore this new dispensing 
concept in greater detail, contact The Wayne 
Pump Co., Salisbury, Md. 








WAYNE OFFERS A COMPLETE 
STATION EQUIPMENT PACKAGE 


Te eee 


TOTAL SALE 


GALLONS >S 





Mode! 400 Model 420 Model 440 


WAYNE 400 SERIES ISLAND PUMPS pact design, they are definitely customer attract- 
ing. Available as Model 400—unlighted; Model 
pensers, Wayne offers the low-silhouette 400 420 reed lighted; and Model 440— internally 
Series. Featuring Wayne’s exclusive 2PM-3 Two lighted. Can be specified as single-product dis- 
Piston Meter and continuous-duty Solo pumping pensers, 2-outlet single product, or 2-outlet 2-prod- 
unit, these pumps provide the ultimate in long, uct — suction or remote type. Request Bulletin 
trouble-free service. And with their clean, com- for further information. 


For marketing situations calling for standard dis- 





x 


= 


WAYNE UNIVERSAL FRAME LIFT WAYNE SINGLE AND 2-STAGE COMPRESSORS 


Safely handles any car that turns into your station. Re- Compressors often look alike, but they are not. The 
tracts to 45% in. to clear the lowest import. Designed for difference lies in quality —of engineering, materials, 
easy pad and arm positioning and for clear access to the »-gpataslagptr™ ae This is the difference Shai get with 

ee ; ; : ; Wayne, reflected in long service life, low maintenance, 
entire car underbody—to help — work more efficiently, more usable air output. In fact, all Wayne 2-stage 
more profitably. Other Wayne single- and 2-post models compressors are guaranteed for volumetric efficiency 
also available, with capacities from 8000 through 28,000 something no other manufacturer offers. Request 
Ib. Request Bulletin W-150 (Universal Lift). Bulletin W-123 (single-stage) or W-153 (2-stage). 


re - 





THE WAYNE PUMP COMPANY «* Division of Symington Wayne Corporation * Salisbury, Md. * Fort Wayne, Ind. * WAYNE PUMP CANADA, LTD. * Toronto, Ont. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





UNRESTRICTED FLOW 


PHILADELPHIA 


mean 
fast 
deliveries 








‘ ‘ . . 
S ave time at the delivery point, 
and you save money.” That is the con- 


sensus of tank truck operators every- 
where, and it is one of the many ad- 


vantages of Philadelphia Hose Reels. 





Ball Bearings 


\ eon 


Pipe 


Aligning Ball Bearing 











SECTION THROUGH REEL 





Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 


changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


HOSE REELS 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 €E. 


ONTARIO STREET, 


PHILADELPHIA 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors: 


Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co. 5125 Santa Fe Avenue, 


Los Angeles 11, California 


New England Distributer: Northeastern Petroleum Service & Supply, inc., 37 Brockley Road, Jamaica Picin 30, Mass. 
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At the business end (or side) of your trucks 


ROCKWELL “T-SERIES METERS” ARE 


PIED) MUIL 


You'll find metering the compact Rockwell 
way a profitable experience. Older meters 
can’t match its dependable accuracy. Other 
‘designs can’t match it for economy and con- 
venience in service—for easy installation. 
The Rockwell! meter rotor revolves on anti- 
friction bearings, silently, smoothly and with- 
out metal-to-metal contact to cause wear. The 
accuracy and dependability of the measuring 
unit is protected in two ways (1) by an effi- 
cient air release that removes all vapor and 
(2) by a strainer having a large screening 
area. All three elements—the meter rotor, 
the air release and the strainer—are acces- 
sible by removing a few cap screws. 





Rockwell T-70 Meter Unit 
(Capacity 70 gpm) 








Lightweight castings and compact dimen- 
sions keep bulk to a minimum. You have the 
option of three inlet connections and two out- 
lets to simplify installation. 

Ask your jobber or tank manufacturer to 
demonstrate Rockwell ‘“T-Series’’ Meters. 
Write us direct for bulletin P-100-13. 
Rockwell Manufacturing Company, Dept. 
121K, Pittsburgh 8, Penna. In Canada, 
Rockwell Manufacturing Company of 
Canada, Ltd., Box 420, Guelph, Ontario. 


TANK TRUCK METERS 


ROCKWELL” 





x" 


Rockwell T-120 Meter Unit 
(Capacity 120 gpm) 
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PHILLIPS 


Brand acceptance and profits. The 
Phillips 66 name provides the ac- 
ceptance. You get the profits. And 
other benefits, too, such as sales 
training for personnel, technical ad- 
vice, business counseling. Write, 
wire or phone today. 


PHILLIPS PETROLEUM COMPANY 
Bartlesville, Oklahoma 
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J07% MORE 
LIGHT 














... the established popularity leader in quality island lights 
is better and brighter than ever! For years, Guardian's 
ROYAL-T has enjoyed the reputation of being one of the finest 
island lights available. Exceptional light utilization, rugged 
construction, and daytime beauty built its popularity. Time has 
tested and proved it. And now, engineered for Ultra High Out- 
put lamps, the Guardian ROYAL-T combines established quality 
features with new, stepped-up performance. Using six 1500 
MA lamps, instead of six 800 MA type, results in a 90% in- 
crease in total light output — at a nominal increase in cost! 











WRITE OR WIRE FOR DESCRIPTIVE BULLETIN. ADDRESS DEPT. N 


| Guardian Light Company 


urine 500 NORTH BLVD. <: OAK PARK, ILLINOIS 


y Representatives in All Principal Cities 
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fits with NYLON 


Every time your stations sell a nylon cord tire, they 
ring up a bigger sale and more profit. Because, 
line for line, nylons retail for more, and your profit 
margin is greater. And nylons are the easiest tires 
to sell. Customers are already sold on their supe- 
riority and are willing to spend more for them 
—proved by the fact that over 50% of all re- 
placement tires sold last year were nylons. Take 
advantage of this demand. Pump up station and 
company profits by featuring nylon cord tires. 


THE SAFEST, STRONGEST TIRES 
ARE MADE WITH 


NYLON 


NG F 


REG. U.S, PAT. OFF. 
DR BETTER LIVING...THR >H HEMISTRY 
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this man knows... 





é healt 


odays competition ally to 


The man who meets your customers face to 
face...at the point-of-sale... knows just 
how competitive today’s selling is. To capture 
and hold your share of an increasingly dynamic 
market you must have maximum performance 
from every selling tool. And you need your very 
best effort where it really counts ...at the 
point-of-sale! No promotion you can use is as 
effective as forcefully telling your customers 





THAT’S WHY so many nationally famous brand leaders 
choose Plasti-Line to accurately interpret their trademark 
into soundly-engineered, distinctively-designed, compel- 
lingly-attractive illuminated plastic signs. Plasti-Line has 
pioneered in materials, engineering, illumination, applica- 
tion and installation of brand identification signs as‘an 
integral part of national and regional advertising programs. 
Plasti-Line is geared to serve regional and national adver- 
tisers—large and small—across America or in any part of 


the fifty states. A NEW TEAM IN POINT-OF-SALE ADVERTISING 


THAT’S WHY a special subsidiary—Trade Marketers cd | 

was born. This unique organization offers specialized ex- PLAST LINE INC. 
perience and facilities in trademark design and laboratory eee 
pre-testing ; interpretation and engineering for point-of-sale 

use; survey and analysis of physical requirements; mer- America’s Fastest Growing Sign Manufacturer 


chandising of programs to dealers; production and procure TRADE a MARKETERS INC. 


2-------------+4-------------- 


ment of signs and displays; distribution and warehousing: 
installation and erection; coordination with other national 
advertising and that all-important follow-through service... 
maintenance, replacement, removal of signs and displays to 
keep your point-of-sale program up-to-date, attractive and For complete, detailed information on how this new team can 
productive! help you, write Box 5066, Knoxville, Tenn.,or phone 689-6491. 


Service to Point-of-Sale Advertisers Across America 
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the Fill 


Jet aircraft are the finest in 
the skies today. To keep them 
there requires the very best 
in aircraft fueling service 


and refueling equipment. 


At most of the nation’s major 
eir terminals you'll find 
Standard Steel Works name 
on the Refuelers used by 
these famous names in 
Fueling Service. 


the Tiel 
in FUELERS 


Ais 





i ie , 
* NORTH KANSAS CITY, MO. 
ENGLEWOOD. N. J. « SPARTANBURG. S. C.' 
ES 
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for safe, economical transfer of petroleum products specify 


SCOVILL 


COUPLINGS —~PERMANENT or REATTACHABLE 


From Scovill you can now get the indus- 
try’s most complete line of permanent and 
reattachable couplings for fuel oil and gas 
pump hose. Ruggedly made in a wide range 
of sizes to both commercial and military 
specifications, all Scovill Couplings give 
long, safe, trouble-free service. 

Besides petroleum products, Scovill Coup- 


. 520-H Permanent. 3%” to 4” 
Dubl-Grip Reattachable. 1” to 11/2” 


Super-Grip Reattachable. 1” to 4” 





Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. 
San Francisco, California: 434 Brannan Street. 
Jacksonville, Florida: P.O. Box 8366. 
Houston, Texas: 2323 University Boulevard. 
Toronto, Canada: 334 King Street, East. 
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Dubl-Grip Reattachable. 3%” and 1” 


lings can be used in the transfer of many 
other types of liquids and on rubber, syn- 
thetic, and reinforced hose. If you have any 
applications for which you are in doubt 
about correct coupling usage, write us—our 
engineers will be glad to assist you. Scovill 
Manufacturing Company, Industrial Coup- 
lings, Waterbury 20, Connecticut. 


External Guard for Fuel Oil Coupling. %” to 3” 


0000! mma tA{L4N) nm fae sm se i i ke e 
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Internal (illustrated) and External Guards for 
Gas Pump Couplings. %” and 1” 


Complete equipment for attaching by machine or hand is available 


Hose Couplings by 


SCOVILL 
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FROM CHEVROLET'S NEW WORLD OF WORTH! 


JOB-MATCHED BIG-TONNAGE 
CHEVIES FOR ’62 


NEW ENGINES! NEW EFFICIENCY! NEW EARNING POWER! 


Here comes Chevrolet’s versatile fleet of 1962 medium- and heavy-duty models, with new working ability 
tailored to tackle a wider-than-ever range of hauling jobs! With this broad new lineup of tough-job specialists 
to choose from, it’s easier than ever to get traditional Chevrolet thrift and dependability going for you. There 
are new power choices for all models, including two brand-new plus-displacement V8’s, so you can power up 
to pay off in the most brutal kind of duty. Conventional and LCF models, with trim new lines that spell safer 
seeing down the road, are available in a full range of sizes in every medium- and heavy-duty weight class. 
And, for payload efficiency at its finest, there’s a wide selection of extra-compact tilt cab models in Series 60 
and up. For hard-pressed medium-duty operators who really roll up the ton miles, there are rugged new Diesel 
models in Series 60 and 60-H, with a brand of savings slated to set new standards for overall operating economy. 
And there’s new built-in chassis brawn and stamina in every medium- and heavy-duty series, and new extra- 
duty chassis equipment, available for many models, built to bull through the most severe kind of truck-killing 
duty. It’s truer than ever for 1962—no matter how mean the job, there’s a Chevy truck built to do it better 
for less! Why not see your nearby Chevrolet dealer for details on the model made for you, and start finding 
out right away how much better business can be. . . . Chevrolet Division of General Motors, Detroit 2, Mich. 


NEW HIGH TORQUE POWER —A new wide choice of power 


models, with extra give-and-take resilience to soak up racking 


for every 1962 medium- and heavy-duty series makes it easy 
to match your job needs to a ‘“‘T’’! There are two sixes and four 
V8’s for the combination of tightfisted thrift and payload 
punch that suits you best, with at least one optional engine 
for all but Diesel models. Included are two brand-new V8’s of 
327- and 409-cubic-inch displacement, offering an optional 
king-size wallop for Series 60/60-H and 80 models, respectively. 


NEW MEDIUM-DUTY DIESELS — chevrolet’s making 


medium-duty history in 1962, with a broad lineup of GM- 
Diesel-powered trucks in the 15,000-23,000-lb. weight class. 
With the proved economy and payload performance of GM’s 
advanced 4-53 Diesel engine, teamed with the tough years- 
ahead Chevrolet chassis that’s virtually revolutionized big- 
truck operation, you’ve got a combination slated to show you 
savings like you’ve never seen before. If your job is the kind 
that puts maximum demands on your equipment much of the 
time, you owe it to yourself to find out just how much lower 
your costs can be. 


NEW EASY-VIEW STYLING — For 1962, all conventional and 


LCF models bow in with trim new look-ahead lines, featuring 
new hood designs sloping lower at the front to let you see the 
ground as much as 101% feet closer. Adding further to the new 
look are new grilles, exterior trim details, and sparkling new 
colors. Inside, too, things are looking better for the man at the 
wheel, with new easy-to-live-with colors and tough good- 
looking upholstery. 


NEW CHASSIS RUGGEDNESS — New big-tonnage chassis 


brawn starts with tough new ladder-type frames for many 





road shocks again and again, and keep going. And, for Series 
60 and 60-H models, there’s a new 17,000-lb. Chevrolet-built 
rear axle in single- and two-speed versions. For certain Series 
60 models, a Heavy-Duty Off-Road Chassis Equipment package 
is available at extra cost, offering extra built-in beef to stand 
up on the most brutal kind of truck-busting jobs. In addition, 
new extra-severe-duty I-beam front suspension systems in 
9,000- and 11,000-lb. capacities are available for all Series 80 
trucks (except tilt cab models). 





YOURS FOR THE ASKING . . . FREE INFORMATION 


Use this convenient ordering coupon to get descriptive literature and 
specifications on new 1962 Chevrolet trucks to match your job. Just check 
what you would like, fill in your business address and mail to: Chevrolet 
Motor Division, P.O. Box 7271, Detrcit 2, Michigan. 








Name 
Please send: 


1. Full-Line Brochure Title’ 


7. Medium- & Heavy-Duty 
Models Company 


. Diesel-Powered 
Models , Address 


. Tandem Axle Models... City 





County 











1962 CHEVROLET JOBMASTER TRUCKS 
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PURE helps jobbers 


make 
more 





money 
from 


service 
stations 








Clinics in service station management for volume and profit are being held 
right now throughout PURE’s marketing area. If you’d like more facts about 
how one of these clinics can help you as a Pure Oil jobber make more money 
from your service stations, call or write our District or Division Manager in 


your area, or Retail Marketing Department, The Pure Oil Company, 200 East 
Golf Road, Palatine, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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... Butler buildings help you market profitably 


Whether you're building a product terminal, 
bulk plant, truck stop or service station, an 
efficient Butler pre-engineered building can be 
your partner in building profits. 

Butler bulk plant and terminal buildings 
provide clear span, unobstructed interiors for 
freedom of stacking, storing, blending and 
movement of materials. With curtain wall con- 
struction you get flexibility of location of over- 
head doors. Precision fit construction gives you 
weather-tight protection . .. and, a Butler build- 
ing is fire-safe, too. 

Butler service station and truck stop buildings 
have instant eye-catching appeal, creating im- 


mediate community acceptance. They attract 
new customers, keep old ones coming back. 
Column-free interiors simplify placement of 
service equipment . . . permit servicing of even 
the largest trucks. And, Butler canopies offer 
motorists protection and convenience regardless 
of the weather. 

Yes, Butler buildings can help you build prof- 
its throughout the entire marketing cycle. Call 
your Butler Builder today. Ask him about financ- 
ing, too. You'll find him listed in the Yellow 
Pages under “Buildings” or “Steel Buildings.” 


See Sweet's Industrial Construction File—Section 8-B : 
UDINE MAMUFACTURERS ASSOCIANO 
ae 


BUTLER MANUFACTURING COMPANY 


7454 EAST 13th STREET * KANSAS CITY 26, MISSOURI 


Manufacturers of Metal Buildings * Plastic Panels * Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * Contract Manufacturing 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. * Detroit, 
Mich. * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington, D.C. * Burlington, Ontario, Canada 
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Keep jobs moving with Jizewon Big] 


HOSE FOR TANK TRUCKS delivers long service HOSE FOR GASOLINE STATIONS 


QUAPRENE CL TANK TRUCK. Oil-resistant tube and cover. Especially suitable for use With long-wearing qualities 
with high speed pumps. Red neoprene cover resists abrasion and weather. Inner-con- ; iratled”wite | 
struction of cotton and wire braid can be reformed to original shape with a mallet. With- New hard wall construction with spiralled wire is 
stands 150 Ibs. working pressure. In sizes 114” to 4’. highly flexible under temperature extremes. Made 
with a molded neoprene cover to take long, hard 
QUAFLEX TANK TRUCK. Ideal for heavy duty suction and discharge service. Wrapped usage. Reinforcement for the %” and 1” sizes con- 
cover with an inner reinforcement of rayon braids and spring steel wire. Lightweight and sists of carcass with high strength synthetic yarns 
easy to handle, yet it takes hard usage. Lengths to 50’ in 144” to 4” sizes. and body wire used also as a static wire for safety. 
UL approved. Available in long lengths; %” and 1” 
sizes. Outside diameters are small enough to be 
used with the latest retractable-hose gas pumps. 
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Thermoid has a complete line of hose for marketing to gasoline sta- 
tions or homeowners . . . as well as air and hydraulic hose for allied 
applications. Your Thermoid Big T distributor has a complete line in 
stock for immediate delivery. Call him today for products that have 
full approval of many of the major oil marketers. He also carries a 
complete line of automotive hydraulic brake parts and fluid, bonded 
brake shoes, fan belts and hose. For more informa- 
tion, write Thermoid Division, 200 Whitehead Thermoid 
Road, Trenton 6, N. J., or phone JUniper 7-3000. hermoi 


HOSE FOR FUEL OIL DELIVERY 
gives top performance 


FUELMASTER FUEL HOSE. Highly flexible and 
kink-resistant with a remarkable ease of han- 
dling. Available with tightly braided high-tensile 
rayon cords in 2- or 3-braid construction. 
Static wire is woven into carcass. Lengths to 
175’ in 1” to 14%” sizes. 


‘ 
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HOSE FOR BUTANE-PROPANE 
resists permeation 


350 L.P. GAS. For loading tank cars, domestic 
tanks, bottles and cylinders. Molded cover 
with heavy braided rayon construction. Tube 
resists permeation of volatile gas. Checked 
for static conductivity. Non-marking, grey 
neoprene cover. Working pressure to 350 
p.s.i. 25’, 50’, or 500’ lengths; %”-1” sizes. 


L.P. VAPOR LINE. For vapor release lines in 
loading tank cars, domestic tanks, bottles and 
cylinders. Molded cover with rayon braided 
reinforcement. Has oil-resistant tube. Has 
red, non-marking neoprene cover. Accepts 
working pressures to 300 Ibs. p.s.i. In 25’, 
50’, or 500’ lengths; 4” to %” sizes. 


 — 


THERMOID DIVISION 


il 
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H. K. PORTER COMPANY, INC. 


200 WHITEHEAD ROAD, TRENTON 6, NEW JERSEY 


SKID TANK PUMP HOSE 
features extreme flexibility 


Molded construction with a single rayon braide.. 
carcass and oil-resistant tube. For use with 
gravity discharge or low pressure hand pump. 
Black neoprene cover is highly resistant to oil, 
ozone and weather. Supplied with or without 
static wire. Available in long lengths; sizes 
%”", %” and 1” sizes. 





OU EQUIPMENT JOBBERS 





Be SURE- don’t BARGAIN with SAFETY 
evénd on EVER-TITE 


*The Ever-Tite Trademark is a hallmark of dependability in fittings for the 
petroleum and chemical industries—proved by 25 years of pre-eminence. 


EVER-TITE COUPLING CO. INC,, 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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Ahead of the News 





IN WASHINGTON 


FPC Roster Filled—Presence of Vermont Republican 
Charles Ross on FPC shouldn’t make a great deal of 
difference to the oil industry, insiders say. Ross was 
chairman of Vermont Public Service Commission; 
had reputation of being “consumer-oriented” but had 
backing of both public- and private-power groups. 
President Kennedy named him to fill a vacancy which 
law prevented him from filling with 2 Democrat (FPC 
already had its limit of three Democrats). 
* 

Road Traffic Will Grow—The number of motor ve- 
hicles on the nation’s roads will jump from the present 
75-million to 110-million in less than 15 years, predicts 
Joseph Barnett, Bureau of Public Roads official. He 
also predicts the annual vehicle-miles traveled will soar 
from 720-billion to 1,170-billion. 


How’s the interstate highway program going? As of 
June 30, Barnett reports, 10,825 miles of the authorized 
41,000 miles were open to traffic. 

2 
Bus Travel Boosted—Bureau of Public Roads is push- 
ing the idea of improving mass bus transportation fa- 
cilities; it claims the possibilities are “great.” The 
bureau says more bus travel would reduce rush-hour 
highway traffic. 

s 
Fuels Study Proceeds—Senate interior committee’s 
national-fuels policy study is going ahead with a $25,- 
000 budget to last it through Jan. 31. The full com- 
mittee, with three additional senators, will conduct the 
study with the help of a research staff. Humble Oil 
economist John M. Ryan will be the oil industry’s 
representative on the staff. 


AROUND THE COUNTRY 


Tidewater Makes Changes—Young management is 
taking another step upward at Tidewater in the person 
of 34-year-old Robert G. Reed III, assistant eastern 
division manager (NPN—March p124). He moves 
into the company’s number-one sales post, marketing 
manager, replacing Don T. Whalen, 49, who becomes 
Washington district manager. Reed’s old job will not 
be filled. Tidewater hasn’t officially announced where 
G. A. Hill, whom Whalen succeeds, is going, but un- 
official sources say Hill, 53, will transfer to Los 
Angeles in the wholesale-sales department under S. R. 
Lindstrom. C. H. Finn, 31, service-station supervisior 
in the home office, becomes Inglewood area sales 
manager. 


o 

Oil Seeks Acceptance Seal—National Oil Fuel In- 
stitute is working on final details of an acceptance-seal 
program much like American Gas Assn.’s Blue Seal 
program. 
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Pricing Investigation Called—Nine West Coast in- 
dependents and at least two majors reportedly will 
be called to testify in what looks like another “kit- 
chen-sink” antitrust suit. Sources say the independents 
subpoenaed by the San Francisco office of Justice 
Dept. include Rothschild Oil, Time Oil, Caminol Oil, 
Sunland Refining, Signal Oil & Gas, Pathfinder Petro- 
leum (formerly independent, now a Tidewater subsid- 
diary), Mohawk, Douglas (now a Continental Oil sub- 
sidiary), and Wilshire (Gulf Oil subsidiary). An inland 
trade association is also reported to have been sub- 
poenaed. 

Companies are to appear before a San Francisco 
grand jury Oct. 11 with records touching on pricing in 
any way for the period Jan. 1, 1960, to Sept. 11, 
1961. Area covers Arizona, California, Nevada, Idaho, 
Oregon, Utah, and Washington. One company says it 
will take “every piece of paper in the shop.” 

Many sources believe the antitrusters will scrutinize 
retail gasoline price jumps of 5¢ to 6¢ gal., such as 
one in mid-May in the San Francisco Bay area. But 
some pricing men believe DJ is whistling in the dark, 
that such price jumps mean nothing. Price movements 
on the West Coast are usually in penny increments 
going down, 5¢ to 6¢ leaps going up to reach pre- 
price-war levels, says one major-company man. 

* 
Another Investigation — Full-scale retail gasoline- 
price investigation is under way in the Carolinas as 
a result of a formal complaint by FTC against Humble, 
charging violation of the antitrust laws. Part of FTC’s 
probe is a questionnaire to suppliers in Carolinas, 
asking for details regarding prices before, during and 
after price wars, dealer subsidies, profits, gasoline 
volumes, wholesale values, and also opinions about 
Humble’s pricing activities. Complaint charges terri- 
torial price discrimination, selling at, near, or below 
cost and “price maintenance.” One question: “To what 
extent do you regard Humble at fault . . .?” Inquiry 
was signed by Eugene R. Webb, attorney, and Harold 
Sakayan, legal assistant, FTC’s Washington office. 
Complaint and investigation stem from complaint of 
North Carolina Oil Jobbers Assn. months ago charg- 
ing that Esso’s zone-pricing was discriminatory against 
jobbers. 
* 

Sun Drops ‘180’ in Some Areas—Sun Oil is keep- 
ing its subregular Sunoco 190, but dropping the lower- 
priced 180 in some markets. Grade 180, Sun’s 89- 
octane bottom grade, has been priced 2¢ below major- 
brand regular-grade gasoline; 190, 1¢ below. Sun with- 
drew 180 in Charlotte, where it was introduced some 
time ago, and brought in only Sun 190 when it in- 
troduced subregular gasoline into Chicago and Indiana 
markets. Sun has been marketing subregulars in the 
Carolinas, Buffalo, and Norfolk-Newport News, Va., 
for some time (NPN—Sept. p91). 


More Ahead of the News 
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Gasoline Demand Increase Predicted—Demand for 
gasoline will be 2.8% greater next year than in-1961, 
forecasts Ethyl Corp. Ethyl says demand in 1962 will 
average 4,305,000 b/d, up from 4,186,000 b/d. It 
attributes the improvement to better business and in- 
dustrial activity: “Next year there will be more people 
with more cars and more money to spend on gasoline.” 


Advertising Outlays Increase—The oil industry’s 
top five advertisers jointly spent more than $91-million 
in 1960, almost $7-million more than they spent in the 
year before. 


Oil’s biggest advertiser was Standard Oil Co. (N.J.), 
which spent $26,190,000, or 0.3% of sales in 1960. 
Standard of Indiana was second, with an outlay of $21- 
million, or 1% of sales. 


Third was Shell Oil, whose 1960 ad outlay of 
$16,800,000 represented 0.9% of sales. Next were 
Texaco Inc., $15,955,000 (0.5% of sales), and Gulf 
Oil Co., $11,100,000 (0.3% of sales). 


These five oil companies were listed on Advertising 
Age’s survey of the top 100 advertisers of 1960. Total 
advertising expenditures for the 100 were $2.6-billion, 
up from $2.5-billion, but the over all spending level 
was only slightly higher than was reached before the 
1957 recession. 


Two More Majors ‘Go Plastic’—Buying up petro- 
chemical subsidiaries for diversification may be the 
coming thing in the oil industry. Enjay Chemical (a 
Jersey Standard subsidiary) recently bought National 
Plastic Products Co., in cooperation with J. P. Stevens 
& Co., and Atlantic Refining Co. bought majority in- 
terest in J. P. Frank Chemical & Plastic Co., Brooklyn, 
N.Y. 
2 


West Coast Differentials Vary—The West Coast’s 
l¢—or peaceful coexistence—spread between major 
and nonmajor gasoline prices is turning back into the 
former 2¢—or cold war—differential in some places. 
Except on weekends, when it sometimes turns into a 
Berlin-crisis spread of 3¢ or 4¢. 


The 1¢ differential had been viewed as something 
of a truce symbol since most independents accepted it 
several months ago. It appeared then to be the price 
they’d have to pay to help put a bottom under retail 
prices. Some major oil companies, beset by ailing 
gallonage, had refused to let “independent” oil com- 
panies owned by other majors price more than 1¢ 
below major-company outlets. Some independents in- 
sisted on 2¢, and prices went into a downward spiral. 


Some independents are now returning to the 2¢ 
spread, and soft prices are resulting in most places 
where it is happening. 

Yet another development is the practice of some 
“Cinderella” independents in pricing 1¢ or 2¢ below 
majors during the week, then dropping to 3¢ or 4¢ 
below on weekends. 
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Watch Diversification—One of the hottest topics 
among West Coast distributors now is “diversification.” 
Distributors are trying to come up with ways to keep 
profits up when almost all market forces are tending to 
push profits down. Many distributors say they’re ac- 
cepting, reluctantly, that certain market conditions are 
here to stay: smaller margins, depressed product prices, 
declining lube and service business. Tidewater’s di- 
versification drive has attracted their attention: 


—In one year, Tidewater’s diversification profits are 
reportedly in seven figures. 


—Tidewater dealers are earning a net of $50 to 
$100 a month on brake servicing. 


—Test dealers in Tidewater’s trailer-rental program 
averaged $50 a month income. 


Highly diversified oil companies, like Coast Oil, San 
Jose, are being examined more closely. Watch for many 
oil-company experiments with merchandise and services 
heretofore unheard of in the oil industry. And watch 
many more distributors get into the act. 


No-fi Elects This Month—National Oil Fuel Institute’s 
board and executive committee will be reorganized at 
first annual elections to be held in New York City 
Oct. 17. Present board and executive committee mem- 
bers are holdovers from merged Oil-Heat Institute and 
National Fuel Oil Council. 


Douglas Hits Oregon—Douglas Oil Co., West Coast 
subsidiary of Continental Oil Co., is expanding into the 
Oregon gasoline market. It is opening two stations in 
Eugene, one in Medford, and one in Portland. Others 
in Oregon are under construction and on the drawing 
board. Douglas has 360 outlets now, plans to build 
60 more this year. Most will be outside the Southern 
California market, because station-building costs are 
considered too high there. But this doesn’t mean Doug- 
las is building low-cost outlets: One in Eugene report- 
edly cost $108,000, with land at $42,000. 


Conoco Prefers Acquisition—Continental Oil Co. is 
going the acquisition route in service-station expansion. 
A Conoco spokesman says obsolescence is putting 
about 10% of its stations out of business each year. 
This means some 200 stations have to be built each year 
just to keep the same number of outlets. “It takes two 
years to get a station opened up, and we can’t keep 
up,” says the spokesman. 


Lightweight Cans Making Grade—Lighter metals 
are proving OK for one-quart motor-oil containers, a 
survey shows. Some 21 companies have tested light- 
weight cans “to some degree,” commonly using 60-lb. 
metal for bodies and 65-lb. for ends. Some companies 
report that they have had slightly poorer results than 
they did with the regular 75-lb. can, but none say the 
light cans are proving unacceptable. 
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Trends to Watch 





Can anyone remember a time when as many big markets were in as bad shape 
as now? Retail prices looked bad last spring, but you figured it was only a matter 
of time until the driving season. And things did pick up early in the summer. 
Then came the hot weather and everything started to fall apart at the seams. 

Prime retail markets all over the country have hit new lows in the last two 
months, Few escaped. The list of price-shaky cities is reaching epic lengths: 
Buffalo, Charlotte, Chicago, Dallas, Detroit, Ft. Worth, Indianapolis, Minneapolis- 
St. Paul, Kansas City, Norfolk-Newport News, Oklahoma City, Providence, Salt 
Lake City, San Antonio, St. Louis, Tulsa, Waco, Wichita. 

How come? Mulling that question, a veteran marketer scratched notes on a 
tablecloth recently. His list of factors read: “Record refinery runs. Unbrandeds 
with guaranteed-margin contracts. Majors with fighting-grade gasoline. Majors 
dogging the independent price.” 

Looking at his notes, the marketer decided there was nothing startling about 
the sick shape of markets today. Incidentally, he isn’t damning majors with fighting 
grades or secondary brands, even though his company doesn’t market that way. 
Real source of trouble, he believes, are the big independents in major cities who 
buy from majors on guaranteed-margin contracts. Faced with that kind of 
competition, he says, what major wouldn’t at least consider fighting back the 
best way it could? 

—NPN— 
Texas is still about the biggest when it comes to price troubles, a spot check 
shows. Late in September, the state’s key markets looked this way: 

e San Antonio—New lows in southwest part of city, where Gulf Oil’s sub- 
regular, Gulftane, made debut two months ago. Independents at 7.9¢ (ex 9¢ tax), 
Gulftane 9.9¢. Most majors 10.9¢, but Mobil meeting Gulftane. (Word is out that 
9.9¢ is rock-bottom for Gulftane.) Prices ranging up from 11.9¢ elsewhere in city. 

e Ft. Worth—Bottom dropping out. Postings generally 14.9¢ for majors, 12.9¢ 
for independent (“normal” major price is 20.9¢). 

e@ Dallas—Slipping fast. Lows of 17.9¢ for majors, 16.9¢ for independents. 

e@ Waco—Up, at least temporarily, from lows of 8.9¢ and 6.9¢ at mid-month. 

e@ Houston—About 92% of independents reporting at 17.9¢, or 8¢ below 
“normal.” 

With some prices changing daily or hourly, the spot check above is already 
history. But it’s representative of the price troubles Texas is having. And the Lone 
Star State isn’t alone here. 
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Your Personal Business 


Are your press relations good? They should be. A large segment of the public 
may form its opinion of your company solely from what it learns from the press 
and other information media. Here are a few ground rules: 

Press Inquiries: Handle them courteously. If you’re busy or do not have the 
the information readily available, ask how soon it’s needed and offer to call 
back. Don’t give what you think are the facts. If you’re unsure, check first. But 
don’t put a reporter off by saying you will return his call unless you really 
intend to do so. If you can’t give a reporter the information he needs, explain 
frankly why not. The reporter is human, too. He will understand. But forever 
ban from your vocabulary the words “no comment.” 

Don’t play favorites. If you volunteer information to one reporter, give it to 
all. But if one digs up an “exclusive” on his own initiative, don’t pass it on to 
his competitors just to win wide play. If the story’s good, his competitors will 
follow it up without prodding, and you'll get a longer press run. 

The Press Conference: If you have no text, keep your statement short and to 
the point. Stick to the facts and inject opinions only when pertinent and necessary. 
Chances are your opinions will be sought at question time, anyway. Speak slowly 
and clearly, and avoid ambiguous remarks. And before you begin, make sure the 
fellow at the back can hear you. 

If you have a text, don’t wait until you make your statement before passing it 
around. The reporter doesn’t take his desk with him, and you won’t endear yourself 
to him by forcing him to spend 10 or 20 uncomfortable and unnecessary minutes 
taking notes on a pad on his knee. He is there to get information, not to prove 
his shorthand ability. 

The good reporter is not a lazy man, but he is a busy one—and he may be 
racing a deadline. Don’t pass out the text of a lengthy statement and then waste 
his time and yours by reading it aloud. His ears will be deaf and his eyes will 
be racing ahead of you, searching the text for the “meat.” 

Best plan is to distribute the text, allow reporters a few minutes to read it, 
then offer to answer any questions. If you must make a statement in such cir- 
cumstances, it is usually best to distribute your text and give a brief, “meaty” 
summary before inviting questions. 

Press Releases: Don’t call a press conference when a press release will do. 
Reporters will feel their time has been wasted—and yours certainly will be. What’s 
worse, your news will lose its impact in the resulting let-down. Next time, when 
you might have really big news, city editors may decide they can’t spare you 
a reporter at all. 

Off the Record: It means just that. Whatever you say will remain between 
you and the reporter until you grant him permission to publish it. But if your 
information is off the record, say so before you offer it. A reporter should be 
given the opportunity to turn you down and seek the information elsewhere. If 
you give him information first, and then tell him it’s off the record, he would 
be a fool not to use it. 

Without Attribution: This means the reporter can use the information you 
give him but without identifying you or your company as his source. 

Timing: Since there are morning and afternoon newspapers, the time you 
release your news is bound to give one group an advantage over the other. That’s 
unavoidable. But if your release favors the morning papers this time, remember 
the afternoon papers next time. 

Don’t try to deceive a reporter with an untrue or incomplete picture. A good 
reporter will always check his story out before rushing to the typewriter. Your 
statement may be printed, but with additional information that makes it look silly. 

Remember, for good press relations there should exist between the reporter 
and his sources a mutual desire to help, mutual trust, and the unconscious con- 
fidence of a first-class club. 
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ALUMINUM OIL CANS 
save the petroleum industry 
over a million dollars in 
freight costs alone when 
compared to the lightest 
available competitive metal 


Aluminum cans will help you profit in 
other wayS. New container print designs can elim- 
inate the base coat prior to printing. This cuts printing 
costs. Yet such designs permit aluminum’s eye-catching 
luster to come through. The result: greater attention in 
the display rack, and greater profits. And aluminum emp- 
ties have a high scrap return value which represents an 
additional opportunity for profit. 


Aluminum cans provide advantages 
other than profit. While aluminum cans save on 
freight, printing and scrap, they also lighten the work load 
throughout the production and distribution cycle. They 
will not rust. Nothing to mar the effectiveness of your 
outdoor display. And aluminum cans open more easily. 


And what’s ahead for the aluminum 
oil can? New alloys, new foil-laminated bodies, new 
joining methods. These are just a few of the areas in which 
Alcoa is making progress. They will pay dividends to 
Alcoa customers in the years ahead. 

This year a lot of oil cans will go to market. The cans 
that will save someone a lot of money are the cans made 
of aluminum .. . aluminum from Alcoa. 


Entertainment at Its Best... ALCOA PREMIERE 
with Fred Astaire as Host... Tuesday Evenings, ABC-TV 


Warcoa ALUMINUM 


te, BETTER PACKAGING 

















How to keep their meters (and your profits) ticking 


Quality... 


THE BEST ECONOMY OF ALL 


October, 


196] » 
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It’s done by putting fleet-owners 
next to cash savings that you can 
demonstrate as an oil jobber. 

Take savings with Sun motor oils 
for example. They’ve been proved in 
rigidly supervised tests of taxi, police 
car, and plant fleets involving up to 
50,000 miles per car. Cars lubricated 
with a competitive motor oil ended 
up with rocker arms_ seriously 
gummed and sludged from constant 
cold-engine, stop-and-go driving. 


Assemblies running on Sun motor 
oils with their superior sludge- 
fighting additive remained clean and 
free from sludge. 

Free brochure gives facts on super- 
vised fleet tests. Let it help open 
doors to sales. For your copy, 
ask your Sun representative or 
write to: Sun Oil Company, Dept. NP 10, 
1608 Walnut Street, Philadelphia 3, Pa. 
In Canada: Sun Oil Company Limited, 
Toronto and Montreal. 


PIONEERING IN PETROLEUM PROGRESS FOR 75 YEARS 


PETROLEUM NEWS 


$1 





He taps the richest well in 
the oil industry... 
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...marketing 
information 


Frank Breese, Editor of NATIONAL PETROLEUM NEWS, will tell you that today the 
big oil strikes are made in the market place as often as in the fields. Over the years, he has 
watched marketing rapidly come abreast of production, refining and pipelining in importance 
to the industry. NPN readers have “watched” with him. 

How big are the surpluses? Which consumer areas are growing? What new competition, 
domestic and foreign, is involved? What of changing government policies? 

To get the dollars and cents answers his readers must have, Editor Breese spends more 
than one-third of his working time in the field with his highly portable rig—pencil, notebook 
and camera. Examining every outcropping that looks productive of an oil story, he applies 
the test: Will this news increase efficiency and profit for NPN readers? 

Frank began his reporting-writing career in newspapers after his graduation from USC 
and was a war correspondent in World War II. He joined NPN in Los Angeles in 1948, 
became NPN West Coast Editor in 1951 and Editor in 1955. 

In putting the magazine together each month, Frank directs a seasoned staff of writers 
and editors. The NPN team is in constant touch with every key news source in the industry 
—in management, merchandising, warehousing and transportation. 

That is the McGraw-Hill formula: Digging hard and tailoring each story to specific read- 
er interests. It is the reason more than one million men who make the decisions for industry 
pay to read our magazines. Similarly, advertisers know they can reach their special audi- 
ences most effectively by concentrating their advertising in one or more McGraw-Hill pub- 
lications serving their major markets. 


i: McGraw-Hill 





e 


——" PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


Latest developments in transport system of a large 
independent oil distributor, Lewis Oil Co., Port Washington, 
New York, are explained by Edwin B. Lewis (right), 
dispatcher, to NPN’s Frank Breese, aboard company’s barge, 
part of extensive delivery network. 
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Heating season ahead 


Add a competitive edge to your oil sales program with Du Pont FOA-2 


No filter clogging. No nozzle 
plugging. No sludge. 


These are qualities you can add to 
your heating oils, and at low cost, 
too. Result: a clean, hot, steady- 
burning fuel that wins added friends 
for your brand product. 

Millions of barrels of heating and 
fuel oils have been stabilized by 
DuPont Fuel Oil Additive No. 2 
since its introduction nine years ago. 
It solubilizes and disperses. Prevents 
sludge formation. Dissolves sludge 
which may already have formed. Re- 
duces insoluble residue to such small 
particles that they flow and burn 


right along with the oil. DuPont 
FOA-2 stabilizes your product. 

An important point: FOA-2 is ash- 
less—burns completely with the fuel, 
leaves no traces to foul the burner 
nozzle. 


28 pages of facts. You can get details 
on the performance characteristics 


of this fuel oil additive in our 28-page 
bulletin, “Du Pont FOA-2 for Diesel, 
Heating, Residual Fuels.’ Ask your 
Du Pont Petroleum Chemicals repre- 
sentative for a copy, or write: E. I. 
duPont deNemours & Co. (Inc.), 
Petroleum Chemicals Division, Wil- 
mington 98, Delaware. 


@UpiN> Lead Antiknock 


Better Things for Better Living 
. « « through Chemistry 


NATIONAI 


Compounds and other 
PETROLEUM ADDITIVES 
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AN ADVANCED 
NEW CONCEPT 


By building the electrical control 
panel of its submerged system 
integrally with the discharge man- 
ifold, Tokheim has scored a major 
advancement in service station 


SUBMERGED pumping. Installation cost is re- 


duced, performance is improved 


PUMPING and service is facilitated. Other im- 


portant refinements place these new 
SYSTEMS Tokheim Pumps far ahead of any- 


thing in the field. See them today! 


Series 7O-C — 72-C — 55-C 


- 








TOKHEIM Series 70-C —72-C —55-C SUBMERGED PUMPING SYSTEMS 


In the new Series “‘C’’ Submerged Pumps, Tokheim engineers 
have combined pump, motor and manifold with wiring and elec- 
trical controls into one simple assembly that is safe, instantly 
accessible and cost reducing. But they have done much more to 
Peg OW refine this popular submerged system. For instance, a built-in 
Siphoning System can be activated quickly at time of installation; 
Se on reducing costs and eliminating the hazard of fitting breakage. 
© hi e. ~—> : NE P LE: A new Safety Switch built integrally with Plug-type Connector, 
ote ° automatically disconnects power to controls and motor before 
p  \ S => E re =! L Y the pump can be extracted. A Pressure Testing Device is included 
to permit line testing without disassembling the pump manifold. 
Combining Pump, Unit Design of the manifold reduces the possibility of improper 
electrical installation. Unusually compact, the entire assembly 
Motor, Manifold can be installed through a standard 22” square street box with 
room to spare. A Special Cover provides easy access for the elec- 
and Control Panel trician at time of installation. 
Other features include the Air Eliminator, Built-in Check- 
valve, Fully Extractable Manifold, Pressure Relief Valve, 2” Flanged 
Discharge Connection, 1” Threaded Conduit, with Water Seal, 
Plug-type Electrical Connector, special Compression-type Seals. 
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A new Loading Arm 


that collects the vapors as you load! 


CHIKSAN, pioneer developer of the ball-bearing swivel joint, now 
introduces the first complete vapor recovery arm assembly. This compact 
one-piece arm operates as an integral unit to load volatile fluids, collect the 
resulting vapors and transfer these vapors to a condenser. 


The CHIKSAN arm operates like a standard loading arm. With its 
semi-automatic design, the operator merely guides the vapor head 
into the tank dome and opens the main valve: 

A positive leak-proof seal is maintained at all times. 

Automatic shutoff prevents overfilling. 

Vacuum breakers insure complete fluid-line drainage. 

Vapor recovery is practically 100%. 

Pneumatically controlled motion is smooth and rapid. 

Loading capacity is about 30% greater than other types of vapor 
recovery arms. All parts are rugged and easily maintained. 


CHIKSAN Vapor Recovery Arms have been accepted and approved for 
operation in the Los Angeles area where strict air pollution 
control regulations exist. 


Call your CHIKSAN salesman, or write us for engineering specifications. 


sun corona GAIASAM 


A subsidiary of FMC Corporation 

Well Equipment Mfg. Corp. Division (Weco Union 
Chiksan International +» Chiksan of Canada Ltd 
Representenves in Pringipal Cities ef the World 


Ss, Hamer Valves) 
+ Offices and 





YOU GET MORE THAN HEATING OIL 
with A SUMC/OUT FRANCHISE 





When you take on a Sinclair Heating Oil franchise, you get more than just a 
fine product to sell. You get the advantages of top reputation, responsibility, integ- 
rity and good service. 


Sinclair Heating Oil is one of America’s best-known, best-selling heating oils—so 
different it’s patented. 


Constant research helps keep Sinclair Heating Oil ahead of competition. 


A specialized training program creates new business. 


You’re assured a steady supply of heating oil — thanks to huge storage facilities. 


It will pay you to investigate the many advantages of handling Sinclair Heating 
Oil. Write: Sinclair Refining Company, 600 Fifth Avenue, New York 20, N. Y. 


at SUNCIOI We CARE...ABOUT YOU...ABOUT YOUR BUSINESS 


Sinclair \ 4 
Heating Oil ve 


SuperFlame 
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EDITORIAL 


A Serious Problem 


FTER LESS than six months, National 

Oil Fuel Institute (No-fi) has made prom- 
ising headway in developing a vigorous, hard- 
driving organization. The gathering momen- 
tum, as No-fi prepares for 1962, attests to the 
wisdom of welding the several heating-oil trade 
groups into a single, cohesive organization— 
getting them under ‘one roof,’ as proponents 
used to say. 

As No-fi proceeds with its busy program, 
though, one serious problem stands out. It’s 
serious because it affects the future of oil-heat 
progress, 

A prevailing impression is that the oil-heat 
industry’s troubles are over, that everyone can 
sit back and wait for No-fi to solve all oper- 
ational, merchandising, and technological prob- 
lems and reduce competition to insignificance. 

That’s not true. No-fi is a powerful appara- 
tus that will help the industry overcome many 
of these problems. The support of all elements, 
however, from independent distributors to top 
executives, will be needed if the campaign to 
make heating-oil’s future a bright one is to 
succeed. 

Of considerable importance is the fact that 
competitive fuels are thinking and planning a 
new concept in LIVING while the oil-heat in- 
dustry is merely talking about a new concept 
in HEATING. An approach to the living con- 
cept would be the gas turbine; but so far, the 
oil industry has not shown much enthusiasm 
for that. 


Certainly, oil has taken a few steps forward, 
and the new burner research program will be a 
fine contribution. But natural gas and electric 
heat have been moving ahead a mile. 

Gas is already working on gas-fired com- 
bustion-gas turbines which can be hooked to a 
generator to provide power for lights and air- 
conditioning as well as heat. Some believe the 
low-priced, gas-fired gas turbines to be two 
or three years away. 

Electric heat units can be installed in air- 
conditioning ducts to provide at least 35,000 
Btu per hour of heat. Three of these units, 
costing a total of $66, could be used to heat a 
fair-sized house. As the air-conditioning load 
grows, so will the electric heat load, to the 
detriment of oil-heat if it doesn’t improve its 
competitive position. 

Oil-powered gas turbines are already prac- 
tical for large-size units, but more research is 
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No-fi needs all oil men’s help 


needed to develop smaller gas turbines for 
the home. 

The burner research program is important 
because it’s dealing with an immediate prob- 
lem. However, considering how aggressively 
the competitive fuels are working, the oil in- 
dustry should start looking at the oil-powered 
gas turbine seriously—at least to see if it 
works. As a starter, an economic study could 
be made. 

A fuel-oil department manager recently 
blamed the situation on poor communications 
between men at that level and topside. “We 
haven’t found the proper means of getting the 
story across to our top people,” he: said. 

No-fi and most of the heating-oil officials 
and many manufacturers are doing their part. 
But, to make the long-range oil-heat program 
effective, everyone from distributor to topside 
has to get behind it. 





Veeder-Root solves the case of the twisted ticket. The victim: the printed 
ticket recording oil transfers. The culprits: dirt and moisture, The crime: 
warped tickets that data processing equipment can’t handle. The solution: 
a new self-closing ticket slot cover on the Veeder-Root Master Meter Dupli- 
cator. Seals out elements during and between deliveries. Tickets stay clean, 
flat, workable. Ask your meter supplier to show you how this new model 
counter-printer smooths out a twisted problem...speeds data processing. 
Bulletin 867 details the entire case. For your copy, write Special Products 
Manager, Veeder-Root Inc., Hartford 2, Conn. count on... VEEDER-ROOT 


— 
Master Meter 
Duplicator 
adapts to most 
makes of meters, prints gal- 
lons delivered, identifies 
each transfer with a 
serial number. Large 
numbers provide long 
range visibility. New re- 
set knob for easy handling. & 
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What Federal Mortgage Plan Would Mean 


‘It spells trouble.’ That’s how 
many marketers view a new move 
to help dealers purchase their 
stations. Here's the picture 


JIMMY ROOSEVELT’S QUESTIONNAIRE has 
many oil marketers worried (see box at right for 
background). While some believe his mortgage 
fund proposal too impractical to reach the legisla- 
tion stage, others see it as a real threat, even if it 
is three or four years away. They fear: 

e That the federal mortgage plan is a first step 
toward marketing divorcement. For this reason, 
few marketers can support it. 

e@ That the plan’s adoption may be inevitable, 
because few legislators could afford to oppose it. 

e That the sale of a good station to a dealer 
could lead to loss of that station’s business to a 
competitive company. 

The consensus appears to be that there is nothing 
wrong with the principle of dealer ownership. Most 
companies do sell stations to dealers who can 








HOW ONE MAJOR OIL COMPANY 
HANDLES STATION OWNERSHIP 


HERE’S WHAT Esso marketing officials have to 
say on the subject of selling stations to dealers: 

“We are currently helping more than 1,000 
dealers to buy their own stations, by providing 
assistance and backing with the financial arrange- 
ments. We sometimes help dealers to build 
stations, too— for example, when a dealer has 
been able to obtain an option on a highly desir- 
able location.” 

There are 24,000 Esso branded outlets among 
the 38,000 stations of Humble Oil and Refining 
Co. Esso reports that less than 15% of the 
24,000 are company-owned, 20% are leased by 
the company and subleased to dealers, and the 
rest—more than 65%—are stations where the 
company is not involved in the leasing. 

Of the 16,000 stations in the last category, 
Esso says many are dealer-owned, and the rest 
are leased by dealers from a wide variety of 
investors who own them. 

Esso points out that the percentage of com- 
pany-owned stations “represents many years’ in- 
vestment of time, effort, and capital to assure 
continuing service to customers and representa- 
tion in important markets.” 
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WHAT IT’S ALL ABOUT 


FTC Chairman Paul Rand Dixon 
wants every dealer to be his own 
landlord. Rep. James Roosevelt (D- 
Calif.) advocates a federal mort- 
gage fund to make that possible. 
His House small business subcom- 
mittee has sent questionnaires on 


it to dealers and oil companies. Roosevelt 











handle the hefty financing involved. But few push 
it actively, if only because of two factors: 

@ Price—Many station properties today are far 
beyond anything the dealer could pay for—or 
expect to get payout on. Says one supplier execu- 
tive, “Apparently some of these dealers expect to 
get these properties at 1910 prices.” 

@ Obsolescence—Many stations will be out of 
date in 10 years, yet normal payout may run 10-20 
years. A dealer could run the risk of being burned. 

A federal mortgage plan pushing station owner- 
ship would raise further problems, marketers 
believe. 

A big West Coast marketer says: “A federal 
mortgage plan would accomplish, in effect, market- 
ing divorcement. Of course, I’m against that. You 
sell your successful stations to dealers and then 
the dealers decide not to deal with you any more. 
In such circumstances, a company would have to 
be light in the head to help dealers become their 
own landlords.” 

“We have no intention,” says another, “of giving 
up the oil-marketing business, and that’s just what 
we would be doing if we relinquished ownership of 
all our stations.” 

Says a third: “If we have a lousy station, we 
might be willing to sell it. If we have a good one, 
we will not sell it. We don’t have enough stations, 
so we damn sure aren’t interested in disposing of 
our good ones.” 

While Washington observers believe service sta- 
tion financing is still at least three to four years 
off, many think it must come eventually. 

“It’s hard for legislators to be against it,” says 
one jobber representative. “It would be like coming 
out against motherhood.” 


What They’re Saying 

Generally, oil marketers find little merit in the 
proposed mortgage fund. One pointed out that if 
it cost only $25,000 to build the average station— 
“and that’s wishful thinking”—financing the pur- 
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chase of existing stations would cost the U.S. more 
than it currently spends on two years of foreign 
aid ($5-billion). 

“For a dealer with a small investment, it’s a 
big risk to buy a station,” says another. “A big 
company, with a bigger investment portfolio, can 
make an occasional mistake.” 

A West Coast marketer, on the other hand, says 
smart dealers and distributors there have made 
big money on station investment. 

“You can hardly go wrong in buying real estate 
here,” he adds. 

Another West Coast man says a federal mort- 
gage plan might work if “administered cautiously.” 

“But if a dealer wants to stay in business he can 
get any number of companies to help, if he’s able 
and reliable.” 

Another marketer says: “When you consider the 
25% dealer turnover, a substantial number due to 
business failure, then you will agree that many 
such mortgages would soon be foreclosed by de- 
fault. 

“The. federal government would quickly find 
itself in the service-station real-estate business and 
the owner of quite a few stations. Few dealers could 
stand on their own in a price war where the price 
drops, say, 10¢ gal. The percentage going out of 
business would be far greater if dealers did not 
get the help of suppliers.” 

One marketer sees the mortgage fund as only 
part of a divorcement package to come. 

“Dixon ought to be impeached,” he says bluntly. 
“And Dixon and Roosevelt together scare me to 
death.” 


What They’re Doing 


Few companies have a fixed policy on service- 
station purchase. One has a multi-million-dollar 
fund to help with dealer financing. Another says 
it goes to the bank with dealers many times a year 
and underwrites their loans. 

Esso helps dealers to buy stations and, in certain 
circumstances, to build them, too (see p91). 

Ohio Oil Co. this year adopted a plan under 
which a successful dealer has a chance of purchas- 
ing his station after five years. But the number 
taking advantage of this plan thus far is “quite 
small.” Ohio finances these dealers. 

About half of Ohio’s stations are dealer-owned, 
one third are company-owned and the rest are 
third-party affairs. 

One eastern major says its station-purchase plan 
has been operating for about 10 years, but has 
been “used sparingly.” 

A West Coast major reports that it has no sta- 
tion-selling policy, but sees no particular disad- 
vantages in dealer ownership. 

In cases where the dealer owns the land, this 
company will often lend $40,000 or more to build 
a new station. It makes smaller loans for moderniza- 
tion. But it rarely sells a station. 


Alabama Probe 


Report vindicates oil and 
produces significant data 


FOLLOWING THROUGH on a suggestion that 
oil be put on a public-utility basis, an Alabama 
investigating committee has decided the industry’s 
all right. 

State Sen. E. O. Eddins’ committee was directed 
to probe “collusion or conspiracy to fix ... or 
control prices of gasoline or related commodities.” 
A 28-page report by Sen. Eddins’ committee shows 
it found none, but did gather a wealth of pertinent 
information about the state’s oil business. Ex- 
amples, based on testimony from 52 witnesses: 

e@ Economics—Average price for the crude 
from which most Alabama-sold products are de- 
rived is $3.15 bbl. (7.5¢ gal.). Refining cost for 
crude is about $1.10 bbl.; for straight-run gasoline, 
about 1.75¢ gal. Transportation cost from Gulf 
Coast to terminal is about 1.25¢ gal. 


@ Major-Company Operations — Modes of 
operation are diverse. Phillips distributes exclusive- 
ly through 13 branded and three unbranded job- 
bers. Gulf has three direct operations, a jobber, 
and a preponderance of consignees, who receive 
commissions of 1.65¢ gal., or, when bypassed, 
0.65¢ gal. Pure operates with jobbers and com- 
mission agents, the latter guaranteed 1¢ gal. com- 
mission. Standard of Kentucky operates direct, 
primarily; jobbers get 3.25¢ gal. on regular gas- 
oline, 3.75¢ gal. on premium. Texaco wholesales 
through jobbers (getting 3.25¢ gal. on regular, 
3.75¢ gal. on premium), “distributors” (0.50¢ gal. 
on direct deliveries, 0.25¢ gal on bypass deliveries) 
and agents (1.85¢ gal. minimum commission). 

@ Pricing—“Artificially high tank-wagon prices 
are maintained, with downward revisions in price 
being met by allowances (discounts) of a temporary 
or semi-permanent nature.” . . . Area pricing, while 
perhaps desirable, “to be effective must be observed 
by the Reference (leading) Marketers in any given 
area, and such is not the case in this state.” 
Throughout most of the state, Standard of Ken- 
tucky is the reference marketer, although inde- 
pendents sometimes “call the tune” for gasoline 
prices at the pump. 


e@ Private Branders—Have increased their share 
of Alabama’s market from 8% to 22% in 12 years, 
while the market itself was doubling in size to 
1.019-billion gal. in 1960. Growth of the inde- 
pendents “is largely due to the artificial tank-wagon 
price . . . as much as 2.8¢ higher than some of our 
neighboring states.” Majors sell to private branders 
at 1¢-1.25¢ below posted tank-car prices at major- 
company terminals, and distress product may be 
identical to that sold as branded. A “traditional 
differential” of 2¢ exists at the pump between 

(Continued on page 94) 
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MOBILE SNOW-MELTING DEVICE developed by Esso Re- 
search & Engineering Co. may be used to help clear New 
York City streets this winter. Loaders dump snow into the 
device, where ‘submerged’ fuel-oil combustion melts it. 
Water then runs down sewers, ends need to have trucks 
haul snow away. Thermal Research & Engineering Corp. 
makes the melter, which sells for about $35,000. Fuel-oil 
cost is $7.50 hourly, less than 2 gal. melts a ton of snow 


WORLD’S LARGEST SERVICE STATION is the claim of this 
Sinclair outlet at Little America in southwest Wyoming. 
It has 55 pumps at 13 islands, eight for trucks, five for 
cars. The station is located in the middle of nowhere, along 
with a motel, restaurant, bar, and souvenir shop. Signs 
many miles away advertise the station as a stop for all 
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UNDERGROUND FUELING SYSTEM at Los Angeles 
International Airport is operated by Standard Oil 
of California. It ends need for individual fuel- 
truck deliveries. Pump-equipped trucks, two to a 
plane, deliver 500 gpm each from sub-surface 
hydrants. The hydrants are connected to 20 tanks 
of 39,000 gal. each, supplied by a five-mile pipe- 
line from Socal’s 150,000 b/d El Segundo refinery 


SEATTLE WORLD’S FAIR exhibit of Standard of 
California will emphasize many uses of oil prod- 
ucts, such as the plastic skin of the building. The 
fair will be open from April to October next year 
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branded and unbranded gasolines. Private branders 
consider an operating cost of about 2.5¢ gal. to be 
their break-even point, “anything above this being 
profit.” A 6¢ markup at retail is “usual” for pri- 
vate branders. 


@ Bypassing—Carried to extremes, it can “up- 
set traditional middle-man concepts of petroleum 
marketing and can only lead ultimately to the com- 
plete annihilation of local wholesalers.” 

e@ Guaranteed Octanes—Witnesses “testified re- 
peatedly” in favor of a law requiring a quality 
certification and posting of guaranteed octane rat- 
ings, as in Virginia. 

@ Local Taxes—Variations in local tax struc- 
tures, of.up to 3¢ gal., cause price problems. The 
committee suggests they be studied—and perhaps 
eliminated, through an over-all state tax—by a 
body of legislators, oil men, and city and county 
officials. 

@ Outlook—The committee hopes increasing 
competition will bring Alabama tank-wagon prices 
“closer to realistic levels.” Otherwise, the com- 
mittee recommends that it be re-established in the 
next session to study this specific subject. 


New Mobil Gasolines 


They'll follow development of 
the ‘Megatane-rating’ system 


MOBIL OIL will soon introduce two improved 
gasolines to replace its Mobilgas and Mobilgas 
Special grades. 

The new gasolines will be marketed simply as 
Mobil regular and Mobil premium. Both are a 
direct consequence of the Megatane rating system 
recently developed by Mobil research. Mobil claims 
it will provide a more adequate measure of gaso- 
lines than the traditional octane-rating method. 

According to Mobil, the octane method rates 
only two of the 21 “desirable” qualities in today’s 
_ gasolines. Megatane will measure all 21. 

Mobil adds that it should prove easier to achieve 
the “ideal” gasoline now that this has been defined 
by its Megatane system. 

Mobil says its new premium grade, for example, 
will have 19 of the 21 desirable qualities—“more 
than ever before.” 

Extensive consumer advertising of the Mega- 
tane system is planned. There is speculation in ad- 
vertising circles that this might be similar to the 
lengthy Shell newspaper ads in which Shell tells 
of its research to improve gasoline quality. Mobil 
is already running such ads in the business press. 

In any event, Mobil’s Megatane system will be 
the “unique selling proposition” which Mobil’s new 
advertising agency, Ted Bates and Co., considers 
an essential ingredient of successful advertising. 


> Average octane ratings for gasoline sold at serv- 
ice stations in August were 99.2 for premium and 
92.7 for regular, the same as for July, reports 
Ethyl Corp. The premium was 0.1 octane lower 
than in August, 1960, the regular 0.1 higher. 


»Tenneco Oil Co. has opened six service stations 
in Houston. The move was Tenneco’s first in the city 
where it has its headquarters (NPN—Aug. p109). 


>The biennial convention of Oil, Chemical, and 
Atomic Workers Union overwhelmingly re-elected 
O. A. Knight as president. He has headed the 
union, and its predecessor, since 1940. 


Bowser Inc., gasoline-pump maker, says it will 
abandon its Fort Wayne, Ind., factory because it 
is old and inefficient, and move somewhere else; 
but has not decided where or when. 


>American Petrofina president Harry A. Jackson 
says his company will assume “a very aggressive 
position” in respect to investing in reserves and 
facilities next year. 


Atlantic Refining Co.’s credit cards are now 
being honored by Fina in Canada. 


Independent marketers of heavy fuel oil in the 
East have formed Independent Fuel Oil Marketers 
of America. They hope to work toward removal 
of resid-import restrictions and toward freer rules 
for allocating quotas for independent cargo buyers. 


>More than half the buildings at the 1964-65 
World’s Fair in New York will be air conditioned 
by gas. A gas-utility spokesman says it will be the 
largest concentration of gas air conditioning in the 
nation. 


Texaco is blending lubricating oils “by fully 
automated electronic controls” at a new plant at 
River Rouge, Mich. 


Division of Standard-Vacuum’s assests between 
parent companies Jersey Standard and Socony 
Mobil will be completed by next spring. 


Ohio Oil Co. is establishing a new international 
organization to promote its overseas business, 
which now extends to 10 countries. 


P Atlantic Refining Co. has acquired a majority 
interest in J. P. Frank Chemical and Plastic Corp., 
Brooklyn, N. Y. 
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Road test it, Mac. There’s a 
front end shimmy at about 104 





















































THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and there’s no telling what special services you'll be giving next. 
But you can always count on the special services you'll be getting 
when you are supplied by Ashland Oil. As the nation’s largest 
independent supplier of petroleum products, Ashland Oil & 
Refining Company understands and respects your independence. 
Here are just a few of the benefits you get from a working agree- 
ment with us: 


* You are your own boss * You choose the marketing program that best 
Suits you * You get effective merchandising and selling tools * You get 
products of highest quality . . . developed and test-approved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, O., 
811 Federal Reserve Bank Bidg.—CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., Standard Bidg.—DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street-—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


The independent Supplier for Independents 
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Once in a 

great while 

a gasoline pump 
is designed that 
is of interest 

to marketers 

for far more than 
the usual reasons. 
This new $-52 

is such a pump. 
Write for a catalog 
explaining why. 
Gilbert & Barker 
Mfg. Company 
West Springfield, 
Massachusetts 
Toronto, Canada 
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Part Two of NPN’s Latest Jobber Survey 





The Truth About Jobber Profits 


@ How much should an oil jobber earn? How much does he really earn? 


@ Does the average jobber know how to figure earnings accurately? 


@ How can a jobber improve his earnings position? 


These are the big payoff questions for jobbers and supplier reps 
who work with them. Answers come from NPN’s new jobber survey 
and from talks with top experts in the field 








A SPECIAL EDITORIAL 
Really Good Business 


IL JOBBING is a very good busi- 
O ness, and the successful jobber 
is a substantial man. 

NPN’s latest study on jobber earn- 
ings, containing new information, justi- 
fies that conclusion and provides an 
insight into the all-important subject 
of profit. 

Oil jobbing can be highly profitable, 
the study shows, but the squeeze is so 
great that efficiency is at a premium. 

Furthermore, jobbers are beset by 
problems that plague the industry, in- 
cluding some beyond their control. 

It takes a substantial man to be a 
good jobber these days, but the re- 
wards are there. 


t. 
Ramuretha , Editor 
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O NE MARKETING EXECUTIVE describes oil 

jobbers as “probably the biggest group of 
$20,000-a-year men outside the U.S. govern- 
ment.” 


Some jobbers will never hit that figure; some 
consider it peanuts. Statistically, the over-all 
picture has been fuzzed by a lack of detailed, 
broad-based data. 

Now, figures from NPN’s 1961 jobber sur- 
vey* cast much new light on the vital subject 
of jobber profits. In detail, they show what 
representative jobberships of varied sizes are 
selling and what they’re earning on dollar and 
gallon sales and on net worth. 


The figures make up a yardstick that jobbers 
and supplier representatives can use in evalua- 
ting almost any jobber operation. They're the 
most up-to-date and comprehensive figures now 
available in this field. 

To get a reading on the new survey, NPN 
talked to top experts on jobber management, 
all experienced oil-marketing “pros.” Their 
comments provide further guidelines to use in 
appraising—and improving—jobber profits. 

This significant NPN report adds up to “the 
truth about jobber profits.” It starts on the 
following page. >> Pr 


* Part of a continuing series conducted every four years, 
NPN’s 1961 survey began in the September issue (“The 
Big Trends in Oil Jobbing Today”, p149), and will con- 
clude in November (“The Future of the Jobber”). 
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“THE BULK OF GOOD JOBBERS are probably 
in the $20,000-to-$30,000-a-year bracket,” says an 
official of one of the most jobber-minded majors. 
Figures from NPN’s new survey bear him out. 

They indicate that the average medium-sized 
jobber might expect to make around $23,400 a 
year. That’s his take-home pay—the sum of the 
salary he pays himself for his services plus the 
profit he makes on his investment in the business. 

That’s no holy figure, though. Profit rates very 
widely from jobber to jobber because of big dif- 
ferences in accounting methods, salaries, degrees 
of equity in the business. And they may vary widely 
from year to year depending on local business con- 
ditions. 


How Much Should Jobbers Earn? 


Because of these factors, there are no magic 
numbers that would get general industry accept- 
ance. But there are some guidelines. Supplier 
officials who have studied scores of jobberships 
use these benchmarks: 

e “A jobber’s profit should be 1¢ gal. before 
taxes, and that’s what the good jobber makes,” 
says a marketing vice president. By this standard 


TABLES ARE BROKEN DOWN BY JOBBER SIZE: 
e Small—Under 1-million gal. annually, all products 
e Medium—1-million to 5-million gal. annually 
e Large—Over 5-million gal. annually 


The Truth 


a volume of 2-million gal. a year should produce 
$20,000 before taxes. 

Another company’s jobber-management expert 
says a profit of 0.5¢ to 1¢ gal. is good. 

@ One supplier’s jobber-operations specialist 
measures profit on investment in two ways: per- 
centage of net on gross investment, and percentage 
of net on net worth. Percentage on gross should be 
8% and percentage on net worth 15%, he says. 

e Another jobber-minded company’s experts 
use dollar volume and net profits in dollars as a 
starting point for analyzing jobber operations. 
They figure gross profit on sales should run be- 
tween 14%-17%. They believe net profit before 
taxes should run between 3%-5%. After taxes, it 
may run from one and a fraction to three and a 
fraction per cent, they say. 

(Some specialists feel dollar-volume figures can 
be misleading because they’re subject to so many 
influences—extended price wars, for instance.) 


How Much Do Jobbers Make? 


Most jobbers think in terms of take-home in- 
come, not in percentage terms. They figure on 
trying to take a certain amount out of the busi- 
ness each year. (An exception is one company’s 
most successful jobber, who operates everything 
according to “the book.” He adheres to percentages 
throughout, regardless of dollars, and has built up 
a powerful jobbership, says his supplier.) 

To analyze a jobber’s profit picture, however, 


Today's Jobber: Products Handied, Gallonage, Dollar Volume 


Overall 
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Special Report 





About Jobber Profits 


it’s necessary to turn to percentages. There are 
four general ways of calculating jobber profits: 

1. Percentage on total dollar sales volume. 

2. Percentage on net worth. 

3. Percentage on gross investment. 

4. Per-gallon profit. 

Taking NPN survey figures for average medium- 
sized jobbers (57% of all jobbers surveyed), you 
hit on these hypothetical—but presumably rep- 
resentative—possiblities: 

e@ The medium-sized jobber, with a total of 
2,981,039 gal. in gasoline, kerosine, No. 2 and 4 
fuel oil and diesel, would make $8,423.91 on 
gasoline at 0.5¢ gal. net, and $12,962.56 on the 
rest, at 1¢ gal. net, before taxes. 

That totals $21,386.47 before taxes. It doesn’t 
include revenue from lubes, TBA and other lines. 

e@ The average dollar volume of those four 
light-end product categories totals $603,263. 
Applying one yardstick—2% net profit on dollar 
volume, after taxes—that leaves $12,065.26 net. 
Again, this doesn’t include lubes, TBA and other 
merchandise or services. 

e@ Using net worth as the key factor, you have 
a different approach. According to one supplier’s 
15% concept, a jobber with $100,000 equity 
should get $15,000 on his investment. 

e@ Using gross investment as the key factor, 
there’s still another approach. “Gross investment” 
includes cash inventory, accounts receivable and 
any equity, including equipment. The desirable 


Total Dollar Volume Per Jobbership 
Small Medium Large 
Under $100 ,000 ~- _ 
Average: 4% 


2% 
7% 
24% 
25% 3% 
3% 
9% 23% 


3 71 
Average: 15% % % 


$203,707 $676,374 $2,830,320 


Average volume: 
$976,910 
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BILLION-DOLLAR BUSINESS 


U.S. JOBBER INCOME could be between 
two and three billion dollars a year in the 
aggregate, based on NPN’s new profit find- 
ings. Taking $20,000 as a reasonable esti- 
mate of a good jobber’s income, that could 
apply to some two-thirds of the jobber pop- 
ulation—roughly placed at 15,000. Chances 
are the aggregate figure is above $2-bil- 
lion, because many jobbers will be well over 
$20,000. 





return is 8%, says one supplier. That would come 
to $4,800 on an investment of $60,000 (made up 
of $1,500 in cash, $40,000 in inventory, $8,000 
in accounts receivable and $10,500 in equipment). 

In the case of net worth and net investment, 
the jobber would receive compensation for his ser- 
vices in addition to his return on his equity or 
his gross investment. Assuming he functions as 
manager-salesman and pays himself $700 a month, 
he’ll receive an additional $8,400 a year. With 
an equity of $100,000, he’ll receive $15,000 on 
his investment, for a take-home pay of $23,400 
a year. 

A jobber often has other pluses that don’t 
show up in the take-home figure, a supplier execu- 
tive points out. These include such things as club 

(Continued on next page) 


Net Profit: As Percentage of Net Worth 
Less than 0.5% — “— a 
8% 5% 11% 
5% 8% 
5% 
5% 3% 
4% 5% 
8% 
2% 5% 

5% 

2% 

15% 

24% 

16% 

Average: 16% 
Average net as % 


of net worth:...... 
Average: 12.1% 


15.1% 12.2% 





(Begins on page 97) 
memberships for business and business entertain- 
ing, boats for the same reason, and trips. 

The good jobber builds up a substantial estate. 
A common figure for a good jobber’s estate would 
be somewhere between $200,000 and $300,000, 
says a supplying-company official. Further, he says, 
the jobber often has other business interests that 
enable him to develop his estate. Some jobbers are 
in transportation, some in real estate, some have 
automobile agencies, some go in for appliances— 
especially in connection with home-heating. 

Many suppliers who analyze jobber operations 
feel the payout is remarkable. One says a two-to- 
three-year payout is commonplace in a gross-in- 
vestment setup. 


Why Some Don’t Hit the Norms 


When a jobber’s profit figures fall below the 
industry averages or guidelines, there’s usually 
a reason to be found. Here are some of the most 
frequent: 


e ‘Extracurricular’ Charges. Putting relatives on 
the payroll seems to be the most persistent tra- 
dition, say men who have looked at hundreds of 
subpar jobber books. The key question: does the 
relative earn the money, making it a legitimate 
expense? If a jobber carries a brother-in-law at 
$1,000 a month when he could get the same job 
done for $500, the business is carrying $6,000 


Net Profit: As Percentage of Gross 
: Medium Large 
—- 5% 4% 


5% 13% 
8% 
14% 
5% 
10% 
6% 
2% 
1% 
3% 
3% 
20% 
10% 


The Truth About 
Jobber Profits 


more than it should. So profits would be short- 
changed by that much. 


In the case of sole proprietorships, particularly, 
non-petroleum items sometimes find their way into 
income-tax forms as personal-tax deductions. This 
is proper from a tax viewpoint, but not as charges 
against the oil business. One supplier official says 
typical deductions are interest on the home mort- 
gage, carrying costs of real-estate owned, depre- 
ciation and taxes on service stations owned by the 
jobber, and travel expenses for trips to other cities 
on community affairs. 

Extracurricular charges take stranger forms 
than this. One jobber took cash from his opera- 
tion to build a $28,000 house, burying the charge 
among his regular business expenses. His supplier’s 
jobber-accounts analyst says he “went crazy” be- 
fore he figured out what had happened. 

e@ Unrealistic Take-Home Pay. One jobber may 
not be plowing enough back in his business, so 
his take-home will be too high for the health of 
the business. 


Some jobbers try to take the same amount out 
of the business every year without regard to busi- 
ness conditions, the experts say—and this is asking 
for trouble. A jobber’s bogey is usually the highest 
amount he ever made, says a supplier executive: 
“One jobber’s income was $70,000 in a lush year, 
so he lived to make that ever since. He frets be- 
cause his income has been hitting $17,000—which 
is reasonable, considering the operation.” 


Another distributorship returned the jobber 


Profit Margin: Premium Gasoline 
Small Medium 


Satisfied with present 
4 55% 


Not satisfied with 
present margin..... 49% 52% 
Average: 47% 


Believe margin should be 
8% 


4% 


8% 

24% 

8% 8% 
5% 2% 


Average margin desired 
verage: 4.1¢ 


4.2¢ 4.0¢ 4.0¢ 


NATIONAL PETROLEUM NEWS * October, 1961 





Special Report 





NPN’S NEW JOBBER-PROFIT SURVEY IN A NUTSHELL 


Over-all 
$976,910 
$98,870 
$160,914 
12.1%, 
9.6%, 14.3% 8.4%, 7.3% 


Dollar volume per jobbership 
Total operating expense 
Value of fixed assets 

Net profit as % of net worth 
Net profit as °%/ of gross 


Medium 
$676,374 


Small 
$203,707 
$24,671 
$62,000 
15.1% 


Large 
$2,830,320 
$81,894 $280,924 
$153,345 $341,155 
12.2% 8.5%, 





$24,000 a year during the war. But when the 
wartime boom ended, his income dropped to $12,- 
000 a year. He complained to his supplier and 
asked for an adjustment that would get him back to 
the old familiar earnings. The supplier analyzed 
the operation carefully and showed the jobber 
that the business just wasn’t there any more— 
that it was worth about $12,000 or $13,000 to the 
proprietor. The jobber switched to real estate. 

e@ Natural Reticence. Jobbers usually down- 
grade their figures because they don’t feel it’s smart 
to make things look too good. Says a major-com- 
pany man, “If their business looks too good, they 
can’t get any sympathy from the supplier. But if it 
looks bad, they’re in a better bargaining spot.” 

On the other hand, many management experts 
argue that it’s in the jobber’s interest to make his 
business look as substantial as possible, in order 
to secure expansion capital more favorably. 


When a jobber’s profit ratio tops the averages, 
there may be other reasons besides good local 
business conditions, good management and good 
luck. For example, there are these factors: 


e@ Product Balance. One expert points out that 
a jobber makes 25%-40% gross margin on heating 


Profit Margin: Regular Gasoline 
Small Medium 


Satisfied with present 
margi 50% 


Not satisfied with 
Average: 49% 


50% 
Believe margin should be 


1% 


34% 
7% 
2% 


3.6¢ 
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oil, and, with luck, 10% on gasoline. So if he’s 
heavy on heating oil, his income may be fatter. 

e Extra Storage. A jobber may have extensive 
storage facilities and pick up another 1¢ gal. or so 
in storage. He’s also in a position to buy when 
prices are low—thus enjoying a better profit. 


How to Improve Jobber Profits 


Most jobber-management experts say the best 
way to improve a jobber’s profit picture is a 
thorough-going analysis of the jobber’s books by a 
specialist. Most suppliers with strong jobber distri- 
bution offer a free analysis service. Here’s how a 
typical one would work. 

A supplying-company expert, the area manager 
and the distributor get together over the books. 
Then they go through these steps: 

e Breaking down total expenses into typical 
functions performed (delivery, storage and han- 
dling, selling, advertising and management). This 
includes isolating expenses that shouldn’t be 
applied to the oil business, and adding to expenses 
a calculation of the value of services performed by 

(Continued on next page) 


Profit Margin: No. 2 Heating Oil 


Small Medium 
Satisfied with present 
margin 67% 60% 
Average: 62% 


Not satisfied with 
present margin 33% 40% 
Average: 38% 


Believe margin should be 


2.6-3.06 onl... coc. cis 
Average: 7% 

3, 0. OF OM. be sees 
Average: 5% 


Over 6é onf...<, ..c2. 
Average: 20% 


Average margin 
GOMNOB c. ci ios 
Average: 4.4¢ 





(Begins on page 97) 
the distributor himself (or his wife). 

e@ Preparing a P&L for the operation and evalu- 
ating return on investment. 

e Evaluating the reasonableness of functional 
expenses. 

e Estimating potential business in the distribu- 
tor’s marketing area, and evaluating the distribu- 
tor’s objectives in the light of the potential. 

e Developing and setting down in writing a 
program of action for both distributor and supplier. 

Says H. J. H. Roy, Mobil Oil’s operations re- 
search manager and a man who has personally 
looked into about 100 distributorships: “Just tak- 
ing the last seven studies I was in on, the amounts 
taken out of annual expenses ranged from $416 to 
$5,531—in four cases the amounts were over 
$2,500.” 

Roy emphasizes the importance of adding to 
expenses the time put in by the jobber and his 
wife; priced out at what an employe would other- 
wise get. For example, if a jobber spends half 
his time driving a truck and half his time selling, 
he’s earning half a driver’s wage (say $300 a 
month) and half a salesman’s (say, $600), or the 
equivalent of $450 a month. Using this system, 
says Roy, you arrive at a truer cost figure. 

Another supplier official stresses that jobbers 
should work their costs out on a cents-per-gallon 
basis. That’s the only effective way of determining 
costs and keeping them under control, he says. 

Discounting bills and getting the 1% or 2% 
credit is most important in keeping profit ratios 
up, says another expert. It’s often the difference 
between a profit and red ink, he notes. 


etd. 
EE 


6% 
value: $160,914 $62,000 $153,345 $341,155 
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Those Jobber Success Stories... 


EVERYONE involved with jobbing has a 
favorite jobber success story, so examples are 
legion. Here’s a sampling, from marketers 
contacted by NPN: 

e A father-and-son jobbership, in a Mid- 
west town of 1,000 population, took $40,000 
out of the business in one year. 

e In the corn belt, a rural jobber says: “It’s 
tough, but I guess I don’t have too much to 
complain about. The wife and I paid income 
taxes on $25,000 last year.” 

e Further east, in a town of 20,000, the 
leading jobber received $12,000 in salary and 
$23,000 as his share of corporation profits 
(split three ways) for a total of $35,000. 

e About 10 years ago a young jobber as- 
sumed a $30,000 mortgage in taking over an 
operation. Today it’s probably worth $12,000 
to him; his debts may run $20,000. So this 
jobber has parlayed zero into $100,000 at a 
rate of $10,000 a year. 

e At a national jobber convention, eight 
Southern jobbers in a hotel room ranged in 
age from 28 to 53. Said one to a visitor. 
“These are good jobbers. Not a man in this 
room gets less than $20,000 a year.” 

e A jobber in a Southern town of 20,000 
population has his operation pegged at about 
125,000 to 150,000 gal. a month. He has a 
herd of beef cattle, has built a lake and 
stocked it with fish for his own recreation, 
and has a cabin in addition to his town house. 
This man quit a job with a major company 
to become a jobber. His supplier says he’s 
probably making twice as much now as he 
ever would have with the oil company. 

e A jobber in a chronic price-war area 
has turned in a good net even during 12 
months of price war, when his margin was 
down to the 2.5¢ gal. stop-out. His supplier 
estimates the jobber’s net at 0.75¢ gal.— 
against his usual 1¢ gal—because the jobber 
is able to pare costs to the bone and has them 
on a per-gallon basis. 


Total Operating Expense 


NEXT MONTH: The Future of The Jobber 


NATIONAL PETROLEUM NEWS * October, 1961 





Du Pont’) iNews 


Number 110 in a series of bulletins for the Petroleum Industry OCTOBER »- NOVEMBER 1961 


BEFORE 


Du Pont’s multifunctional additive, DMA-4, 
cleans carburetors and keeps them clean 


Carburetor detergency is a striking 
example of the performance values 
you can add to gasoline with Du 
Pont DMA-4. 

The carburetor throat liner you 
see above illustrates how this ad- 
ditive cleans up power-robbing 
deposits. 

On the left, the liner is coated 
with residue after exposure to an 
untreated premium gasoline, under 
severe test conditions. On the right 
is the same liner after only two hours 
additional operation under normal 
operating conditions using the same 
gasoline treated with DMA-4 at a 
concentration of 10 pounds per thou- 
sand barrels. 

Results of other tests have dem- 
onstrated that six pounds of DMA- 
4 per 1,000 barrels of gasoline will 
prevent deposit accumulations even 
under the severe conditions utilized 
to develop the “before” build-up 
shown above. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. I. du Pont de Nemours & Company (Inc.) 


The “clean — keep clean” deter- 
gency action of DMA-4 is, however, 
only one of the performance values 
offered by this Du Pont additive. 
DMA-4 also offers: 


e Anti-stalling properties. DMA-4 
sets up a protective film that 
makes throttle plates and other 
internal surfaces water repellent, 
thus preventing stalling due to 
ice formation on cool, damp days. 


Rust prevention. The protective 
film also protects metal surfaces 
(engine parts as well as pipelines 
and storage tanks) from corrosion. 


Phosphorus credit. DMA-4 con- 
tains phosphorus compounds of 
the type helpful in suppressing 
surface ignition and spark plug 
fouling caused by combustion 
chamber deposits. The concen- 
tration of other phosphorus addi- 
tives can, therefore, be reduced 
proportionately to obtain mini- 
mum treating costs. 


Descriptive Bulletin Available 

A product bulletin describing 
DMA-4 is available. To obtain your 
copy, and to find out how DMA-4 
may add new performance and sales 
values to your gasolines, contact 
your Du Pont Petroleum Chemicals 
Division representative. 





How you gonna 
keep ‘em... ? 


Keeping your “down on the farm” 
petroleum customers may depend 
on a lot of variables. 

To help you understand the 
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(continued—How you gonna keep ’em.. .) 
farmer-buyer of gasoline, we have 
extracted facts pertaining to farm- 
ers and their buying habits from 
our nationwide “Profile of the 
Motorist” survey. 

These data are available to you 
in a new break-out report entitled 
“The Farmer”. 

Contents of this report include 
such subjects as credit card vs. 
charge accounts, loyalty to a single 
station, and the farmer’s experi- 
ences with trading stamps and price 
wars. 

Copies of “The Farmer” summary 
are available to interested parties 
in the oil industry as a Du Pont 
service. For your copy, get in touch 
with your DuPont Petroleum 
Chemicals representative. 





ROBERT E. HOLETON is District 
Manager of our Seattle office. 


Under the watchful eye of an uncle 
who “insisted that I must learn some- 
thing about everything,” Bob spent 
his early years at summer jobs that 
ranged from helping to train race- 
horses to printing, deep-sea diving and 
sand-hogging. 

In 1933, he came to Du Pont after 
completing premedical requirements. 
Bob continued his schooling while 
working, finishing as an organic 
chemist at Temple University in 1943. 
He started as a technician in our 
Eastern Laboratory, was progressively 
promoted to higher responsibilities in 
eight Du Pont Laboratories, and joined 
the Petroleum Chemicals Division as 
a sales service representative in 1949. 
He has been Seattle District Manager 
for seven years. 

His technical background and re- 
search experience have served Bob 
well in helping petroleum refiners in 
the Northwest through his knowledge 
of antiknocks and other petroleum 
additives. 

Bob and his wife, Rachel, live in 
Bellevue, Washington. They have five 
children. 


The show about the road 
is now on the road 


Every road in America leads to ad- 
venture. 

This, in seven words, is the theme 
behind one of the oil industry’s latest 
travel development tools — Du Pont’s 
half-hour color movie, “Highway 
Holiday.” 

“Highway Holiday” is a 16mm ver- 
sion of the Cinemascope feature 
“Down the Road,” which is now being 
distributed to theaters across the na- 
tion by 20th Century-Fox. “Holiday” 
is designed for non-paying showings 
to any interested group. Both films 
are part of Du Pont’s marketing serv- 
ices to the oil industry. 

“Highway Holiday” takes the audi- 
ence to all corners of the American 
continent — from the sweeping high- 
way across the Painted Desert to a 
historic old village in New England, 
from the gleaming sands of Daytona 
to the majestic mountains of Canada, 
from Quebec to Mexico. 

All this travel has a meaning. “High- 
way Holiday” will encourage a greater 
appreciation of the heritage and 
beauties of America, and stimulate 
motorists’ interest in seeing them first- 





hand dona ote convenience and 
comfort of the family car. 


Prints available 

You can obtain prints of “Highway 
Holiday” for showing to clubs and 
other groups, or for local television 
use. The film is intended to provide 
you, as a marketer of gasoline and 
other oil products, with a broad “ex- 
pand-the-demand” promotion, as a 
backdrop for your own travel develop- 
ment activities. 

For further information, contact 
your DuPont Petroleum Chemicals 
representative. 





Railroad learns what happens 
when it stops using FOA-2 


Not long ago, a leading railroad tried 
an interesting experiment: 

They had been using Du Pont FOA-2 
to keep diesel locomotives free from 
filter plugging and other potential fuel 
problems. At one point, however, they 
felt that the sludge problem wasn’t 
severe enough to justify continued use 
of FOA-2 in certain fuels. They de- 
cided to find out. 

Shortly after the test started, several 





cases of fuel incompatibility were re- 
ported for the first time; filter plugging 
increased; and it was quickly found 
that the cost to replace the filters was 
more than the cost of the FOA-2 they 
had previously used. 

Today, this railroad is once more 
using FOA-2 to reduce sludging and 
keep filters clear. Costs and mainten- 
ance worries are once more back in 
line. 





TELEPHONE NUMBERS 


Area Tenens 
Code* 0. 

Chicago 3, Illinois— 

8 Ss. ichigan Ave. 312 RA 6-8630 
Houston 2, Texas— 

702 Bank of Commerce Bldg 713 CA 5-1151 
Los Angeles 17, California— 

612 S. Flower St. 213 MA 4-1354 
New York 20, New York— 

45 Rockefeller Plaza 212 CO 56-2342 
Philadelphia 2, Pennsylvania— 

3 Penn Center Plaza 215 LO 8-3531 
Pittsburgh 22, Pennsylvania— 

One Gateway Center 412 AT 1-2933 
San Francisco 4, California— 

111 Sutter St. 415 EX 2-1934 
Seattle 3, Washington— 

4003 Aurora Avenue, North 206 ME 2-6977 
Tulsa 19, Oklahoma— 

1811 South Baltimore Ave. 918 LU 3-8581 


FOR SALES OFFICES 


Area Telephone 

Canada Code* 0. 
Toronto 12, Ontario— 

Du Pont of Canada, Limited 

Petroleum Chemicals, 

85 Eglinton Avenue, East 
Other Countries 
Wilmington 98, Delaware— 

Organic Chemicals Department 

Export, 7451 Nemours Building 

Petroleum Chemicals Division 302 PR 4-5009 
* for Long Distance Dialing 


QUPOND 


Better things for better living 
.. through Chemistry 


416 HU 1-6461 





Du Pont Antiknocks and other Petroleum Additives 
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GALLON, our 


business is booming!” 


Every Cities Service dealer is talking about our biggest gasolene 
promotion of all time...the BIG GALLON...no bigger in quantity, 
but big in quality... and only Cities Service has it. Millions of dollars 
are being spent to promote the BIG GALLON and it’s paying off... BIG! 


Here are only some of the thousands of enthusiastic 
comments received from Cities Service dealers. 


“. ,. for my money, it is TOPS!” WALTHAM, MASS, 


“,.. greatest impact of any major oil company ad- 
vertising to date.” FOX CHASE, PHILA., PA. 


“« .. the BIG GALLON advertising gives me some- 


thing to talk about to my customers.” 
BIRMINGHAM, ALA. 


“|. wonderful advertising program.” srooxtyn, N.¥. 


sé... an eye-catching promotion for all.” 
PATERSON, N. J, 


“ .. with Cities Service Oil Company advertising, 
how can I miss.” FALLS CHURCH, VA. 


“, ,. it offers my customers more of what they want 
ina gasolene.” MILWAUKEE, WISC. 


os. ee It’sa first!” SHREWSBURY, N. Y. 
&, .- More sales!” NAZARETH, PA. 


“, . . Customers tell me they get better perform- 
ance from the BIG GALLON,” CORTLAND, N. Ye 


aa Big in quality!” BLOOMINGTON, ILL, 


Out front in Quality... 
Out front in Service, too! 
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Cities Service provides its jobbers and dealers 
with multi-million dollar advertising and promo- 
tional support + personalized marketing and advis- 
ory help + top quality products + fast, dependable 
service. Cities Service, known and respected in the 
petroleum business for more than 51 years, will go 
to work for you! Contact your nearest Cities Service 
office for information or write: Cities Service Oil 
Company, 60 Wall Street, New York 5, N. Y. 





UNITED DELCO? WHAT'S IN IT FOR ME? 


simply say Delco 


AND YOUR SERVICE BUSINESS !IS BET- 
TER ORGANIZED, EASIER TO PERFORM, 
MORE PROFITABLE! There's money for you... 
BIG money... in batteries, tune-up and light repair, and 
United Delco can show you the way. ® UNITED DELCO 
cabinets for stocking parts, for one thing. There’s one to 
exactly fit your needs . .. with shelves and drawers 
organized and clearly marked for efficient parts storage. 
They pack broad-coverage, fast-moving parts for most 
tune-up and light repair services—stats, bearings, ignition 
parts, carburetor parts, shocks, and dozens of others. 
@ DELCO INVENTORY CONTROL ... handled through 
Inventory Control Cards that come with your cabinet. At a 


106 


glance you know exactly what parts you have in stock. And 
your United Delco supplier checks all these cards periodi- 
cally to relieve you of inventory problems. ® DELCO 
CATALOG INFORMATION helps you do a better job, 
easier and more efficiently. No more guesswork... you 
always have the latest application information at your finger 
tips. ®@ DELCO SERVICE TRAINING is free, through your 
United Delco supplier. You and your employees can receive 
practical, scientific schooling at a nearby GM Training 
Center. @ DELCO PACKAGING has a bright look... 
brilliant and color-keyed to simplify your displays, sales and 
inventory. @ DELCO ADVERTISING is everywhere—net- 
work TV, radio, magazines, outdoor boards... all pounding 
home the Delco action phrase “Simply Say Delco” to car 
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owners in your area, reminding them that you're the quality 
headquarters for skilled tune-up and light repair service. 
@ DELCO LINES are well-known products, manufactured 
for years by many General Motors Divisions. All these lines 
are distributed through United Delco: Delco Remy, Delco 
Batteries, Delco Rochester, Delco Packard, Delco Products, 
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Delco Harrison, Delco Hyatt, Delco New Departure, Delco 
Guide, Delco Moraine, Delco Appliance, Delco Radio, AC 
Service Parts, and Hydra-Matic. M@ Your United Delco 
Supplier will be happy to explain in full the answer to your 
question, ‘What's in it for me?” Call him right now... it's 
sure worth checking into. Umited Delco 


UNITED MOTORS SERVICE, Division of General Motors 
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simply say Delco . 


You save time when you install preassembled Delco Remy contact sets—save even more time on 
factory-adjusted units. They're available to fit most popular American cars and light trucks. And 
original-equipment quality gives you maximum protection against “comebacks.” M@ Of course, this 
keeps your customers happy, too. They may never know about our sealed moisture-proof package 
that keeps contact sets factory-fresh. Or about our special fatigue-resisting spring, high-speed lever, 


NATIONAL PETROLEUM NEWS °* October, 1961 








long-wearing points and rubbing block. Most likely, they'll just notice that their cars are performing 
better than they expected. And you'll get all the credit—which is all right with uu. Delco Remy 
automotive parts are distributed nationally through Umited Delco. 


DELCO-REMY * Division of General Motors Corporation * Anderson, Indiana 
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WANT TO TUNE UP MORE CARS WITH FEWER 


simply say Delco 


extra 

rel gediil 
lelgert-lel-14 
coverage 
less 

Bish 4-t-tieel-ja)! 


Delco Remy and Delco Rochester and Delco Packard. Put this popular team of 
Delco parts up-front in your modern Tune-Up Center ... and watch your inventory and 
overhead problems melt before a sunnier profit picture. Why? Because Delco Remy 
Ignition Parts, Delco Rochester Carburetor OK Kits and Delco Packard Ignition 
Leads are fast turnover items. @ Delco is a brand name that customers know and trust. 
And these quality lines are long on coverage, short on inventory. Take, for example, 
just 16 Delco Remy contact sets. That's all you need to service 97% of all cars regis- 
tered. For a quick, quality carburetor tune-up of popular U.S. cars and trucks 
Delco Rochester Carburetor OK Kits fill the bill with gaskets, needle and seats, 
pump plungers. It's the same story with the new Delco Packard individual ignition 
leads. From only 12 TVRS leads or seven 440 copper core cable leads, you give 
service coverage to nearly all American cars. # The United Delco tune-up “Pattern 
For Profits” has this whole money-making story . . . efficient coverage, impressive 
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PARTS FROM A SINGLE QUALITY SOURCE? 





advertising, training, application and service information. Ask your United Delco Supplier for details. = 
Better yet, take 15 minutes and let him show you the substantial profit opportunity you have in the tune-up busi- 
ness when you simply say Delco. Delco Rem*y Electrical and Ignition Parts, the complete line of 
Delco Rochester carburetor service and replacement parts, and Delco Packard 
Ignition Leads are distributed nationally through Umited Delco. 


UNITED DELCO, Products of General Motors 
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NOW-—BIGGER, BETTER ADVERTISING TO SEND BATTERY 
SALES BOOMING FOR EVERY ONE OF YOUR RETAILERS! 


simply say Delco 


DELCO 


DRY CHARGE 
BATTERY 


. . . because again this year the new Delco Battery advertising program gives you and your 
retailers the most powerful sales support in the battery business. Just look it over! 


TELEVISION—NFL “Pro Football Game of the Week,” on CBS Saturdays, 4:30-5:30 p.m. 
Plus telecasts of eight major bowl games. 


RADIO—NBC ‘News on the Hour,” “‘Monitor,” “News of the World” and “Emphasis”... 
42 commercials each week. 


OUTDOOR BILLBOARDS—Colorful, hard-selling battery advertising in key markets from 
coast to coast. 


MAGAZINES—The Saturday Evening Post, Look and Reader's Digest—convincing full page 
battery sales messages in full color. 


POINT-OF-SALE MATERIAL—To tie you in with the selling power of Delco advertising. 
Be sure you cash in on this bigger-than-ever program! 


Delco Batteries are distributed nationally through Umited Delco 


UNITED MOTORS SERVICE, Division of General Motors 
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Fuel Oil 


How to Set Up Ad Budgets 


M ANY HEATING-OIL JOBBERS are wasting their 
advertising dollars. 

That’s the opinion of an advertising-agency 
head. He says heating-oil jobbers tend to scatter 
their money around on too many different kinds 
of advertising. Or advertising at the wrong time 
of year. Or they just plain aren’t spending 
enough to get any results at all for their money. 

Andrew Curcio, head of Curcio Advertising Co., 
Cambridge, Mass., says these are common faults 
he has found during six years of experience with 
more than 200 heating-oil jobbers in New Eng- 
land. He’s not speaking out in a bid for business, 
because he already has more than he can handle, 
he says, but because he’s convinced jobbers need 
assistance, and he wants to help. 

Here are some guideposts he recommends job- 
bers might be wise to follow in planning advertis- 
ing programs. 


How Much You Should Spend 


Ad budgets should be tied to a percentage of 
total gross income, including income from service, 
equipment sales, and installation, says Curcio. 
Here’s how he suggests ad budgets should be 
sized up: 

Total 
Total gross income Per cent 
accounts (add 000) for adv. 


500 $145 
1,000 280 
1,500 415 
2,000 545 
3,000 800 
4,000 1,100 
5,000 1,380 
7,000 1,600 

10,000 2,700 


Total ad 
budget 


$ 2,175 
4,200 
6,225 
8,175 

12,000 
11,000 
13,800 
16,000 
27,000 
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How fo Cut Up the Pie 


Curcio suggests jobbers put all or most of the 
money, depending on their size, in direct-mail 
campaigns. What’s left over should go into news- 
papers or radio, or both, again depending on the 
size of the operation. And the percentages used 
for any medium generally depend on whether the 
jobber is located in a metropolitan or suburban 
market. 

Metropolitan Areas—Curcio suggests that city- 
area jobbers would be spending their ad dollars 


wisely if they split their budgets along these media 
lines: 


Total aa. ae = ‘ 


accounts budget Direct mail Papers-Radio 

500 $ 2,175 
1,000 4,200 
1,500 6,225 
2,000 8,175 
3,000 12,000 
4,000 11,000 
5,000 13,800 
7,000 16,000 
10,000 27,000 





Suburban Areas—Percentages recommended for 
direct-mail and newspapers and radio don’t vary 
so much for suburban-area jobbers as they do for 
city-area jobbers. For suburban jobbers with 500 
to more than 2,000 accounts, Curcio recommends 
90% for direct mail and 10% in newspapers and 
radio. For jobbers with more than 3,000 accounts, 
the split suggested is 70% for direct mail and 30% 
in the other media. 


Why Splurge on Direct Mail? 
Curcio thinks a direct-mail campaign aimed at 
your own customers is the best way of getting new 
(Continued on next page) 


Curcio strongly boosts 
direct-mail advertising. 
These enclosures are 
typical of what he 
recommends 
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accounts. “My basic rule is that 
jobbers should advertise primarily 
to hold fast to present customers 
and in this way get new ones,” he 
says. “Assuming that your products 
and services are good, all that you 
need is your account’s good will to 
make them the most effective selling 
force you can possibly have.” 
Direct mail is a good way to build 
up your company’s image in the 
minds of your accounts so that they 
will recommend you to their friends, 
says Curcio. “Your own customers 
constitute the best advertising you 
can command in a market that’s too 
overcrowded to take for granted. 
But you have to advertise to them 
before they will advertise for you.” 

And in the end, Curcio thinks, direct mail is a 
more economical way of reaching your accounts 
than other media. It’s the gateway of what your 
company offers accounts in the way of service 
plans, budget accounts, conversions from other 
fuels, modernizing their equipment, and water heat- 
ers; as well as a means by which you can do your 
own oil-heat promotion to tie in with the local 
campaigns in your area. 

Curcio recommends 100% direct-mail advertis- 
ing for small jobbers in metropolitan areas. “They 
don’t have the funds to spend in newspapers, where 
their ads will be buried under other advertising 
messages. And they can’t make much of a splash 
on radio. Television is out because of high costs.” 

The small suburban-area jobber, on the other 
hand, can put some of his ad dollars in newspaper 
space, using either a well-read daily or a weekly 
publication, Curcio says. 

As ad budgets increase with the size of city-area 
jobbers, newspapers and radio can be added. Here 
Curcio Jeans to radio more than newspapers, again 
as a means of building a jobbership’s image. “When 
you use radio, a certain amount of prestige is built 
up,” Curcio explains. “Even larger jobbers using 
city papers can have their ads buried.” 

As for the type of radio program best suited for 
a jobber, Curcio says, “An early morning time slot 
with a five-minute news- and-weather program is 
ideal. Then a jobber can tie in his services that 
spell comfort in any weather.” 

Newspapers are not ruled out, however. Jobbers 
in metropolitan areas may be able to get their mes- 
sage across if they use smaller, local-area papers. 
And he isn’t sold on jobbers cooperating with sup- 
pliers in newspaper programs. “In most cases, copy 
is directed at the supplier’s product, not at build- 
ing the jobber’s image,” he says. 

The larger jobbers in suburban areas can select 
newspapers or radio. “They should choose the 
medium that is the voice in the area, the one that 
best projects itself, the one that has recognition,” 
Curcio says. 


How to Schedule Programs 


Within limits of ad budgets, advertising should 
be done on a consistent basis, Curcio says. 

Direct Mail—Services your company offers to its 
accounts can be pushed in direct-mail campaigns 
almost the entire year. Curcio’s recommended 
schedule of mailings omits December and January. 

Direct-mail pieces on service contracts should go 
out in late February or early March, in early Sep- 
tember and again in early November, Curcio sug- 
gests. Optional mailings, depending on the success 
in lining up new service contracts (existing service- 
plan accounts in Curcio’s area are generally on a 
automatic-renewal basis) can be made in May and 
November. 

Good times for direct-mailers plugging budget 
plans, Curcio says, are April, May, after Labor 
Day and in early October. That covers a period at 
the end of one heating season and another prior to 
the start of a new heating season. 

Conversion-equipment and oil-heat promotion 
mailings should go out in May, July or August, 
and in the fall to build up business for your instal- 
lation department during the off-heat season, Curcio 
recommends. 

And you can talk modernization, improving hot- 
water systems through zoning, and water heaters 
during May and September for the same reasons. 

Direct-mail pieces on fuel-oil supply contracts 
are not included in Curcio’s program because most 
jobbers in his area automatically continue supply 
agreements, leaving it up to the account to notify 
them of any change. But where such contracts are 
not automatically renewed, a direct-mailer can be 
sent out toward the end of one heating season. 

Newspapers and Radio—Jobbers with large ad 
budgets should use newspaper or radio on a year- 
around basis. Newspaper insertions should be at 
least twice a week, Curcio suggests. Radio should 
be a daily or every-other-day proposition. 

Smaller jobbers should use newspapers or radio 
for at least two 13-week periods, once in the Spring 
and again in the Fall, Curcio advises. 


Do You Need Agency Help? 


If your ad budget is large enough, it may be wise 
to seek planning advice from an ad agency. Smaller 
jobbers (under 3,000 accounts) may not be able 
to justify the added cost of an agency within their 
limited ad budgets. But this does not mean that 
they can’t get direct-mail pieces made up by ex- 
perts. They can buy them from suppliers, from 
marketing-distribution division of National Oil Fuel 
Institute (if they are members), from many trade 
groups on a state level, and from regional or state 
wide oil-heat promotion groups. 

The important thing to look for in these direct- 
mail pieces is that they do talk up your services. 
Many supplier-furnished direct-mailers talk up the 
supplier’s product rather than the jobber’s serv- 
ices, Curcio says. 
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ill tomorrow’s cars 


wider ?...or narrower ? 


Why worry? Install a Globe Frame-Kontact hoist now and 
be ready for anything. This ground hugging, low profile 
hoist already handles the biggest domestic cars and the 
smallest foreign models— without adapters, and with inches 
to spare. It could easily handle new-design cars longer, 
shorter, wider or narrower. And it’s the only hoist on the 
market that you can Pre-Set quickly for 3 out of 4 cars on 
the road today. So if you want faster, easier hoist operation, 
plus complete protection for the future, make sure you 
get a Globe hoist. Right now, talk with your nearby Globe 
man. Or write for literature. Globe Hoist Company, East 
Mermaid Lane at Queen St., Philadelphia 18, Pa. 
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New Way to 
SCHEDULE 


Oil Deliveries 


A UTOMATIC OIL-DELIVERY systems may be- 
come more automatic within a short time. 
When that happens, you may not be concerned with 
degree-day cards or K factors, and you should be 
able to make more full-size deliveries. 


Instead of deciding when your accounts need oil 
on the basis of degree-day records, you would 
find out electronically when to deliver, even when to 
send the burner repairman. 


Outlining the Future 


An electronic system will indicate to you when a 
tank needs filling, or when a burner isn’t operating 
as it should. Instead of degree-day cards, you’ll be 
using the following equipment, which may be trade- 
named “Protect-o-tron.” 

e A sensing element in the tank. You will set it 
to go into action at any predetermined low level 
(one-quarter tank, one-eighth tank, or whatever) of 
oil you want. That will depend on the size of the 
tank, how much oil reserve you want each account 
to have, how much you want to deliver each time 
you go to that account, and the type of account. 
That reserve will differ for domestic or commercial- 
industrial accounts. In many cases, commercial-in- 
dustrial consumption can’t be related to degree days 


e A lighted panel board. The rear will be equip- 
ped with milliampere relay switches, one for each 
account. The front will be fitted with small neon- 
tube lights (the kind radio repairmen use to trace 
circuits), one for each account. Neon lights will be 
used because they almost never burn out. 


e A leased telephone wire or a radio circuit. 
This will transmit signals from the sensing unit to 
the panel board. 

When oil in the tank reaches the preset low level, 
the sensing unit will send a signal to activate a 
relay switch and light an indicator on the panel. A 
balky burner will similarly result in a signal when it 
needs emergency service. 

You'll know which account needs oil or service 
by checking the illuminated indicator against a mas- 
ter file of accounts. The file will contain all neces- 
sary information on the account—name, address, 
tank reserve, and even burner data. 


Lights on panel board blink on to indicate that a customer 
needs more oil or has a faulty burner 





Fuel Oil 


Electronics can notify you when an account needs oil or when a 


burner needs servicing. Jobber Peter Hoey has developed this 


system to do away with degree-day records and K factors, and 


insure that every oil delivery he makes is a full-size drop 


If you think this system is still a Cloud Nine pro- 
ject, you’re wrong. Peter Hoey, owner of Emerald 
Oil Co., a 2.5-million gal. heating-oil jobbership in 
Queens, New York City, has had Protect-o-tron in 
general service since the latter half of the past heat- 
ing season, testing it on a number of commercial 
and industrial accounts. The reason he’s testing it 
is simple: Protect-o-tron is his brainchild. (For a 
profile on Hoey, see p. 202). 


Between 30 and 40 accounts are hooked into the 
system. They include large apartment houses, laun- 
dries (commercial and the do-it-yourself type), and 
office buildings which must have quantities of hot 
water. Hoey had 12 accounts using the system when 
he first introduced it about two years ago. 


Hoey has been using the system to sell his com- 
pany’s extra service to these accounts. “I’ve had no 
trouble putting the idea over,” he says. “We tell 
them they'll never have another runout.” 


He’s also using Protect-o-tron to cut down de- 
livery expenses. “We used to check commercial 
accounts on a time basis,” he says. Some would 
need oil every three days, others every seven days, 
and still others every 10 days. But drop sizes would 
be all over the ball park. “Sometimes an account 
who has a 500-gal. tank would take 100 gal., and at 
other times it would be 300 gal.”, Hoey points out. 
“Now we can hit each one with about 400 gal. all 
the time.” 

Hoey says he’s losing money every time he has 
to make a subpar drop, especially if it’s an account 
with a 5,000-gal. tank. “When we go to such an ac- 
count and can only deliver 2,000 gal., I figure I’m 
losing money. And on No. 4 oil, we don’t want 
to make drops unless it is a large one. We don’t 
want partial drops.” To handle large drops, Hoey 
uses 4,000-gal. semitrailers. With Protect-o-tron, 
he’s making the size of delivery he likes to make. 


What Hoey Has in Mind 


Hoey has been making changes in Protect-o-tron 
as he goes along, and has more he’d like to make. 


The way it works now, a panel-board light flashes 
when an account needs oil; when burner service is 
needed, a buzzer sounds until a burner man at the 
source of trouble shuts if off. The burner man can 
then talk to his service manager, if necessary, over 
the leased telephone wire. Service men used to carry 
field handset, as telephone repair men do. “But 
since we have two-way radio in service trucks, we 
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don’t need the handset,” Hoey says. Two-way radio 
was installed more for domestic service than com- 
mercial-industrial service. 

Hoey also wants to move from leased wires into 
radio and has asked Federal Communications Com- 
mission for a license. 

Radio would bring down the cost of Protect-o- 
tron service from $14 per month per account 
to almost nothing. At present, Hoey passes the 
leased-wire cost on to accounts, if they are willing; 
otherwise he absorbs it. But he says he’s not out 
money anyway, because he’s saving more than this 
per account, per month in making full-size drops. 
He’s inclined to offer Protect-o-tron service free to 








Peter Hoey 


accounts being wooed by price-cutters, using it as a 
tool to maintain his market price, his margin, and 
his profit. 

Hoey thinks cost per month per account could go 
down as low as $4.50 per month if it could be set 
up to serve all your accounts in a central-telephone- 
exchange area. The cost of a radio-controlled sys- 
tem, including a base station, would be high if only 
few accounts used the system. But it would pay off, 
Hoey claims, if 100 accounts were hooked into the 
layout. 

Once he knows which method will be used, Hoey 
thinks he’ll give up the oil operation. He wants to 
set up a company that will make and install the 
units. 
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Horizontal burner can be hung from ceiling or mounted in crawl space under a house 


Here's a Horizontal Furnace 


Silent Automatic says this pressurized-flue unit 
uses 20%-40% less fuel than natural-draft burners 


SILENT AUTOMATIC Products is 
the latest heating-equipment maker to 
join the pressurized-flue parade (NPN 
-—Sept. 60, p 121). 

Its FID line of oil-powered hori- 
zontal furnaces works on induced 
draft that eliminates the need of vent- 
ing through a masonry chimney. 

The Cleveland, Ohio, concern— 
now a part of Iron Fireman Manufac- 
turing Co.—says its specially design- 
ed burner head, used along with 
induced draft, uses 20% to 40% less 
fuel than conventional, natural-draft 
units. 

It Works This Way—Fuel savings 
are possible because standby losses 
are cut out, says Silent Automatic. 
When heat reaches the thermostat 
setting, the fan assembly in the flue 
stops, as does the burner. This virtu- 
ally seals the unit against air circula- 
tion. At the same time, the blower 
carries the heat generated by the unit 
to the distribution system. As a result 
little heat goes up the stack. 

When the burner starts, air flow 
for the first few seconds is high in 
relation to oil flow. This results in 
clean combustion, Silent Automatic 
says. 

Miser on Service—Silent Automatic 
claims another advantage of its FID 
line is tip-top operation for long peri- 
ods without service calls. Even-burn- 
ing combustion, especially at the start 
of an “on” cycle, cuts down fouling 
of nozzle face and electrodes. Cool 
nozzles aren’t inclined to coke up or 
pick up gummy deposits. And clean 
combustion means heating surfaces 
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are going to stay clean longer. 

Special Head—Burner heads for 
each of the seven FID models are de- 
signed to meet the specific firing rates 
and combustion characteristics of 
each model. They can’t be _ inter- 
changed nor can they be used for 
conversion jobs. 

Models and Market—FID units 
are available in the following BTU 
input ratings and firing rates: 


BTU/hr gph 


106,000 Le) 
125,000 .85 
156,000 1.10 
187,000 BS. 
250,000 175 
312,000 2.25 
419,000 3.0 


Ratings at the bonnet and at the 
register are generally 80% and 68%, 
respectively, of input ratings. 

With a variety of models, FID 
furnaces can be used in homes and in 
commercial establishments. In homes, 
the unit can be set in crawl spaces of 
basementless houses, suspended from 
the ceiling in utility rooms, or hung 
from joists of attached garages. 

Commercial-industrial uses include 
garages, service stations, stores, ware- 
houses, and small manufacturing 
plants, where the units can be sus- 
pended from ceilings in any conven- 
ient spot. Where local codes permit, 
venting can be through prefab vents 
to save construction costs. Vent diam- 
eters on the three smaller units are 
4-in.; on the larger unit, 6-in. vents 
are used. 


BHHC Drive 


Boston group thinks 
it's stopped gas heat 
in school-heat field 


BOSTON’S Better Home Heat Coun- 
cil (BHHC), an oil-heat promotion 
group, thinks it has been effective in 
stopping an attempt by gas utilities 
to change state school-construction 
standards. 

The changes gas sought would have 
made it easier for gas to compete 
against electric heat in the school- 
heating market and, at the same time, 
would make it tougher for oil to re- 
tain its share of the same market. 

The final decision, however won't 
be known until the middle of this 
month, when Massachusetts Board of 
Schoolhouse Construction Standards 
acts to confirm or reject additions 
suggested by the gas interests. 

While the decision is important be- 
cause it affects oil’s position in the 
competitive-fuels picture the action of 
Boston’s oil-heat-promotion group is 
also significant for several other rea- 
sons. 

It’s evident oil is becoming in- 
creasingly aggressive about threats to 
its markets. Oil is talking back to gas 
before state boards, not letting mar- 
kets go by default. The oil-heat side 
of the story is being heard. 

It's evident than an alert local 
group can present the oil-heat case 
for an entire state. BHHC was fight- 
ing a battle for heating-oil jobbers in 
the whole state, not just for itself. 

It’s evidence that should convince 
the Doubting Thomases among oil 
jobbers that there is a lot of value 
in having, supporting, and belonging 
to a trade group. It answers their 
question: “What do I get out of an 
association?” 

Trade-association executives admit 
there are still too many oil jobbers 
who think that competitive fuels 
“can’t hurt me.” 

What Gas Wanted—Gas wanted the 
school board to add two new sec- 
tions to its standards. 

One would define an enclosed fur- 
nace as a heating or heating-ventilat- 
ing unit with an “integral total en- 
closure” (jacket) and using only 
outside air for combustion. 

The other would allow gas-fired 
furnaces “approved as enclosed fur- 
naces and listed for schoolroom use 
by a nationally recognized testing 
agency” to be installed in classrooms 
without masonry (firewall) enclosures. 

In effect, each room could be heat- 
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ed by individual gas-fired units placed 
directly in the classroom, central heat- 
ing plants would not be necessary. 
It could also be interpreted to mean 
central plants could be built without 
masonry enclosures. 

Oil Heat’s Rebuttal—In stating oil’s 
objection to the proposed additions, 
Bob Cullen, managing director of 
Boston’s BHHC, made these points: 

e Although there is keen com- 
petition among fuels for the school- 
heat market, the board’s primary in- 
terest should be in regulations to pro- 
tect health and safety of children in 
schools as well as establishing build- 
ing standards that are economically 
practical without sacrificing safety. 

e Elimination of masonry enclo- 
sures around any heating unit would 
be a serious breach of safe-construc- 
tion standards. Such enclosures help 
confine any unforeseen heater acci- 
dent. Accidents can result from de- 
fects in heat exchangers, defects in 
the exhaust of combustion products, 
and from leakage of fuel, among 
other causes. 

e National Fire Protection Assn. 
says firewalls in any large building 
cut the spread of fire, fumes, smoke, 
or flying debris. 

e Use of individual heaters using 
a flame in each room multiplies the 
potential hazards that might exist in 
any central-heat system. 

e Individual room heaters might 
cut installation costs, but would not 
be so economical to run as a central 
oil-fired system. 

e If the board allows room heat- 
ers, it can’t discriminate against oil- 
fired units, one of which has ap- 
proval of the state fire marshal. No 
other piece of equipment using any 
other fuel has approval of the fire 
marshal, or any other state agency. 
If gas equipment is used, it should 
have the same type of state approval 
required of oil burners. 

e Let’s name that “nationally rec- 
ognized testing agency.” It’s a little 
too vague at present. What one group 
or trade recognizes as a national test- 
ing agency may not be recognized 
by other groups or trades. Hence, it’s 
a good idea for the board to name 
the agency. (It’s a safe bet that gas 
would recognize American Gas Assn. 
as its testing agency.) 


This Month's Features for Fuel-Oil Men: a 


_ A serious problem—No-fi needs your help (editorial) 
Latest NPN jobber survey reveals new data on jobber profits 
An expert tells jobbers how to set up advertising budgets 
Here’s a way to schedule oil deliveries electronically 

_ New horizontal burner fits almost anywhere 


Boston oil-heat group goes to bat for the industry 


NR ee 120° 
How Atlantic’s unique weather-forecast setup works 133 

- Tanks can be repaired cheaply with plastic 
Why ticket imprinters on trucks help accounting 
Demand for distillate fuels is increasing 











NEXT MONTH 
@ The Future of the Jobber 
—a long look at his problems 
and prospects, as seen by the 
industry's top experts 











WERE FEW 
AND 
FAR BETWEEN 


Back in ’25 when this rig was being assembled, oil heating was a 
new-fangled idea. It was just catching on with some of New York’s 
big apartment buildings, and the driver of this “new” Mack Truck 
was measuring his deliveries with a stick instead of a meter. In fact, 
the automotive people were still struggling with a novel invention 
called “power take-off.”’ But, even then, the importance of fast delivery 
must have been recognized, because the old No. 6-R Blackmer Pump 
(just aft of the cab in the picture) had the surprising capacity of a 
hundred gallons per minute! Even by today’s standards, this would 
have to be called “fast,” but pumping speed alone is no longer enough. 
Blackmer’s development of the modern TX Truck Pump has kept pace 
with all the other needs of a highly competitive fuel oil market. Fast 
pumping, quiet operation, dependability and easy maintenance are all 
reasons why smart dealers still tell the tank builder, “Put on a 
Blackmer.” If you’ve been taking whatever pump he gives you, find 
out why you should insist on a Blackmer. Send for Bulletin 200. 


“liquid materials handling"® equipment 


BLACKM ER / truck pumps 


| BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


Find your Blackmer Man under ‘‘Pumps”’ in the Yellow Pages 
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POSITIVE CONTROL OF MATERIALS FLOW 


THeRe's a 
BeTreR. Way 
To Blenp 


LUBE 


Are you looking for maximum 
efficiency in less space? Want to meet 
precise formulation tolerances... stop 
give-away of costly additives? Want a 
simple, fail-safe, remote control system 
that stops production automatically 
rather than produce off-spec blends? 
B-1-F’s electronic and electro-mechanical 
blending systems offer these and many 
other features. 


Free Facts 


For a flexible system that makes it 
possible to blend as many components 
and additives as necessary... simulta- 
neously .. . with complete uniformity . . . 
request free Facts today. Minimize man- 
power requirements 
and human error... 
get better inventory 
and cost accounting 
checks...find out 
how B-I-F can im- 
prove and simplify 
your operation. Act 
now! 


industries 


Fuel Oil 





Memos for Fuel-Oil Men... 











@® 


A DIVISION OF 
THE NEW YORK AIR BRAKE COMPANY 


555 WARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 
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Operators Heat, heating-oil job- 
ber in Baltimore, Md., hangs spare 
fuel pumps in its parts shop to save 
space—for quick identification of 
the proper unit, and for neatness. 


>How to beat snow storms and 
get a pat on the back while doing 
it: Delaware Valley Fuel Oil Deal- 
ers Assn. in Pennsylvania did it 
during last season’s three big snow 
blitzes, won a public-service award 
for its efforts, and will probably 
use the same system this year, if it 
becomes necessary. The program 
that won the grand award of Amer- 
ican Society of Association Execu- 
tives at its Denver meeting in 
September was this: If any jobber 
member found it impossible to 
make scheduled oil deliveries or 
emergency burner service to ac- 
counts a good distance away from 
his main market area, he’d report 
that fact to the DVFODA office. 
DVFODA then would relay the 
delivery or call for burner service 
to a jobber member nearest the 
account in trouble. The jobber 
making the delivery or burner call 
would then bill the jobber for 
whom he was acting. 


PBallard Oil & Equipment Co., 
Portland, Maine, is making it easier 
for some of its accounts to pay 
bills. It has signed a contract with 
a local bank to handle payments 
at its main office, five branches in 
the city, and five in neighboring 
towns. The bank charges Ballard 
about 10¢ for each collection, but 
Ballard earns a credit against this 
charge by making deposits to its 


account at the bank. “So far we 
haven’t paid anything for the serv- 
ice,” says Ed Hacker, Ballard presi- 
dent. 


>When its members should know 
the latest on price changes, emer- 
gency weather conditions, or bad- 
credit risks, North Penn Fuel Oil 
Dealers Assn. in Pennsylvania’s 
Bucks and Montgomery Counties, 
uses a telephone-relay system, not 
the mail. The association passes 
the news on to certain key mem- 
bers. They, in turn call other se- 
lected members. The process is 
repeated until the news reaches the 
entire membership. 


>An oil-heat promotion group in 
the East is toying with the idea of 
underwriting the cost of an oil-heat 
installation in a Gold Medallion 
electric-heat model home. Reason: 
The owner says he’s not satisfied 
with the flameless heating, and be- 
lieves it’s the dirtiest heat he’s ever 
had. Of all the fuels he’s used, in- 
cluding gas, he elects oil. If the oil- 
heat group goes for the deal, they'll 
exploit the electric - heat - to - oil 
switch in their promotion campaign. 


> Jobbers who want to talk up hot- 
water heating systems can use a 
new booklet from Better Heating- 
Cooling Council, 250 Park Ave., 
New York City, as their direct- 
mail “salesman.” The 32-page 
booklet, “Heart of The House,” 
can be bought in quantity. 


Plt pays to know exactly the lo- 
cations of heating-oil fillpipes and 
have them properly identified. Be- 
cause one of its drivers didn’t know 
the location of a line, Audubon 
Fuel Co., Spokane, Wash., had to 
pay $3,500 to one of its accounts. 

Instead of hooking up to the line, 
Audubon’s driver mistook the air 
vent of an underground fallout 
shelter for the fillpipe and started 
pumping. 

After more gallons went into the 
“tank” than it could normally hold, 
the driver checked and found out 
what he had done. More than 600 
gal. of oil covered the floor of the 
10x40-ft. shelter to a depth of a 
foot. 

It all happened, says Audubon, 
because the vent pipe looked “de- 
ceptively” like an oil fill line. 
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See how in Glen Canyon Dam test, Tyrex rayon truck 
tires give phenomenal mileage . . . leave nylon far behind. 


GIVES 31.8% MORE 
MILEAGE THAN NYLON 


IN THE GREATEST TON-MILE HAUL IN TRUCK HISTORY! 








OVER 792 RUGGED MILES EVERY 24 HOURS.. 
LOADS... TYREX RAYON TIRES GIVE LOWEST 


} 


~~ 


a 





Compare! When nylon tires (left) were ready for recapping, 


TYREX rayon tires (right) had nearly % more mileage left! 


The contract for hauling 3 million barrels of dry cement 
in the huge Glen Canyon Dam project was awarded to 
Belyea Truck Co. (of Los Angeles). That’s enough cement 
to build a super highway 20 feet wide from New York to San 
Francisco! 

Tractors with double trailers carry 54,500 pounds of 
cement and cover 208 miles of abrasive, tire-killing roads 


to the site. To keep an even flow of concrete and to prevent 
slow-downs, trucks operate on a strict schedule, each mak- 
ing two round trips in 24 hours. 

In order to check tire costs, Belyea decided to compare 
tire performance. They mounted TYREX rayon tires on one 
side of the drive wheels, and nylon cord tires on the other 
(alternated from truck to truck for fair comparison). 
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Over Mountain and Desert Roads. From Clarkdale to Page, Arizona 
and back, tractors claw up steep grades—cover many miles over roads made 
largely of sharp flint rock. Temperatures range from 15° below zero to 110° above. 
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76,800 Lb. Gross Loads. High torque is required to pull these loads up 
25 miles of grades ranging from 4° to 6° at the speed needed for two round trips 
a day. Tread rubber wears off fast on tires mounted on drive wheels. 
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Amazing Results Leave No Doubt. Trained crews of tire service men 
check tires day and night. They find that TyREx rayon cord tires give lowest 
Results to date are amazing. Nylon cost per tire mile, higher mileage—capable of many recaps! 
cord tires have worn off over '4 more 
rubber than TYREX rayon cord tires. 
And, talk about recap-ability! While 


it’s too soon to tell about the test TURN PAGE FOR AN IMPARTIAL REPORT FROM BELYEA TRUCK CO. 
tires, TYREX rayon tires are used on 
all other tractor and trailer wheels— 
and many are on their fourth recap! 











YEA TRUCK CO. 
PONVINCED T¥RLX RN 


gy 
TIRES “GIVE MOST MILES! 


a Truck Co. 
E. H. Hunt, President of Belye 
Read what E. H. 








Dr. ¢, M, Sprowls 
Directoy Research 
Tyrex Inc, 

First Nationa 


Mi Tower Building 
in & 1 treets 
Akron 8, Ohio 


Dear Dr, Sprowls. 


TVRLK i 


r — = | tradema oT 
a collective 
xX 4 S a Of 
! if mark Y x 
f N.Y | $s 
e 0 | E Pp f 
Bu & e 

REX IN E ire $ ate New 7 YR R f 
E INU 


lable in Canada 
available 
duced and 
d cord is also produc 
rm and co 
on tire yarn a 
cord. TYREX rayon t 
n and VV 
on tire yarn and 
for rayon t 





UO WIEST @O)RaIINIEM BAL 


NEW SINGLE POST 
WEAVER SWIVEL ARM LIFT 
* ENGINEERED FOR MAXIMUM CLEARANCE AND 
UNDER-CAR 


ACCESSIBILITY 


¢ GREATER under-car accessibility 

¢ COMPACT 35% narrower telescoping arms 
¢ FAST SPOTTING anti-friction arm bearings 
e MAINTENANCE-FREE self-adjusting packing 


(REQUEST BULLETIN 842) 








Adapter pads rotate 360 de- 
” adjust to three positions: 

¥% inches, 5% inches, 8% 
inches, spot quickly and easily. 















































WEAVER MANUFACTURING DIVISION « DURA CORPORATION 
Springfield, Ill., U.S.A. 


SERVICE SHOP EQUIPMENT 
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Merchandising 





Canadian Tire’s stations are way ahead of the pack 

in merchandising ideas as well as volume. 

The formula is a dazzling combination: coupons that 

look like money, nine-foot-wide blending pumps, 

conveyor belts, magnets, washing machines. Here’s how they do it 


— SEE a nine-foot-wide gasoline pump? Or 
a checkout bay? 

These are only two out of a bagful of merchan- 
dising tricks you’d see at Canadian Tire’s service 
stations in the Toronto area. 

Only two years old, these stations are the talk 
of every oil man who’s seen them. They’re a prov- 
ing ground for revolutionary ideas and they do a 
whopping gallonage in the process. 

To Canadian Tire Corp., the stations are only 
a means to an end—to draw traffic into the com- 
pany’s big, semi-automated automotive-accessory 
stores (see page 130). Canadian Tire has been de- 
veloping these stores for 27 years, now has 192. 
Two years ago the company tried a service station 
in conjunction with one of the stores. The big 
gimmick, then as now: Gasoline customers get free 
coupons good for merchandise at any Canadian 
Tire store. 

The first station caught on fast. There are now a 
dozen, one reputed to pump gallonage in the 2-4- 
million-a-year range. All are in conjunction with 
Canadian Tire stores, and all are within 80 miles 
of Toronto. Additional stations will be under 
construction shortly, in the same area. 


Why It’s Different 


Canadian Tire’s methods are unlike those of 
any other marketers—even those who dispense 
gasoline as an adjunct to sales of other goods. 
There are so many unusual features that visiting 
firemen find they have to go back for a second 


By FRANK C. STURTEVANT 
TBA Editor 


look to weigh whole business relationship. 

Here are some of the big departures: 

@ Gasoline Only—Although Canadian Tire 
stores sell almost everything in TBA and auto 
parts, you can’t buy any merchandise at the pump 
island. It doesn’t make sense until you remember 
that the stations are there to hand out coupons 
that generate business for the stores. 

This style of business is in marked contrast to 
that of another combination marketer, Sears Roe- 
buck. Sears has operated store-attached stations for 
25 years, doing all its TBA business there. Installa- 
tion and service bays are always handy to the 
pumps. The same is true of tire makers who oper- 
ate stations. Gasoline operations are always closely 
integrated with TBA merchandising. 

Neither Sears nor the tire makers try very hard 
for gasoline business; Canadian Tire does. In a 
special effort to please gasoline customers, sta- 
tions are designed and manned for clean, fast, high- 
volume service at the pumps. 

e@ No Pricing Push—While price appeal has to 
be a vital factor in Canadian Tire’s big gallonages, 
there’s virtually no price publicity. Price signs at 
stations are about the average size used at other 
stations nearby. They show the going major-brand 
price in the community. 

Price appeal inherent in the free coupons gets 
second billing. Canadian Tire says the reason is 
to avoid starting price wars. 

“We decided on the coupons as a means of 
getting more people out into stores,” comments 
president A. J. Billes, who says, he’ll never go into 
a price war against the major oil companies. 

“We don’t make any money on gasoline, we 





Typical Canadian Tire outlet is 
big, clean, eye-catching. Pump 
price looks high, but imperial 
gallon sold in Canada is 20% 
larger than the U. S. gallon 


| 


—_ECONOMIE! SECURITE! | 


oor 


Coupons that look and feel 
like Canadian money are key 
to promotional pitch. Free, 
they’re good at station or at 
company’s accessory stores 


—————— 





7 __ CASH BONUS __ 


__BON DACHAT 
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Here are some of the unusual merchandising tricks 


Nine - foot - wide blending 
pumps sell nine grades of gas- 
oline, were designed to put 
dispenser face close to driver. 


LEFT 
REAR 


TIRE 
PRESSURE 


% 


King-size gages show pressure as 
each tire is inflated 


(Begins on page 127) 

don’t lose any,” says Billes. “It pays its way. We'll 
keep our pumps as long as they continue to bring 
in customers.” 

e Stronger Coupons—You might argue that 
Canadian Tire would draw big gallonage if it did 
no more than offer free coupons at conventional 
stations. Like trading stamps, coupons can have 
a potent appeal if competitive conditions are right. 
But Canadian Tire’s coupons have a special 
strength. 

On the surface, the plan looks routine enough. 
Customers get a coupon worth 10¢ for each $1 in 
gasoline purchases. Coupons can be turned in for 
any merchandise in any Canadian Tire store. 


But here’s one difference: The stores run heavily 
to auto parts and accessories, garden, picnic and 


Left checkout bay offers free services: oil, water, battery check, tire inflation, 
windshield cleaning. High-speed checkout bay at right has collection booth only 


sports equipment. There’s a lack of the usual 
household items generally offered in premium 
plans. 

Another difference: There’s no artificial value on 
the merchandise, as in the case of many premium 
plans. Cash or coupons, the price is the same, and 
it’s a going competitive price. To that extent, the 
customer may get more solid value for his coupons 
than he would with another plan. 

@ Low-key Promotion. Canadian Tire adver- 
tises its store merchandise heavily and consistently 
in local newspapers—but not its gasoline. The 
free coupons are mentioned in modest curb signs 
and on gasoline pumps, but that’s all. Only excep- 
tion comes when a new station is opened. Then 
handbills are distributed. 

There is some point-of-sale mention of “addi- 
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in Canadian Tire's bag 





Spin-dry washing machine in checkout bay 
supplies clean windshield cloths 


tional savings up to 8%”, based on the use of 
Wayne nine-grade blending pumps. The phrase is 
“up to” 8%; Canadian Tire feels the common 
differential of 3¢ gal. between regular and premium 
makes it possible for some drivers to save a maxi- 
mum of 8% by trying for the lowest-octane fuel 
their cars will tolerate. 

That economy theme is supported by handout 
reprints of a Popular Science article titled “Are 
You Wasting Your Money on Premium Gas?”. It 
discusses the antiknock characteristics of gasoline 
in popular language. 

It adds up to this: Canadian Tire needs little 
promotion beyond its coupons. Because coupons 
are so important to the company, much thought 
has been given to their physical properties. 
Canadian Tire doesn’t regard them as another big- 
volume print job to be bought as cheaply as possi- 
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ble. Instead, they try for an appearance of solid 
value. Several kinds of paper were tried before the 
company hit on the identical stock used for bank 
notes. The coupons are produced by British Amer- 
ican Bank Note Co., using layout and color scheme 
designed to make them look and feel like Canadian 
currency. 


String of Experiments 


In plenty of other ways, Canadian Tire spends 
money on customer-pleasing imprevements. Some 
have caught on quickly. Some innovations didn’t 
work out. Some were modified. For example: 

@ Nine-Foot Blending Pumps—Canadian Tire’s 
first station—opened two years ago at the head- 
quarters store on Yonge St. in Toronto—was full 
of unconventional features. Among them were 11 
Wayne blending pumps dispensing nine grades of 
gasoline. 

Satisfied with the blending experiment, Canadian 
Tire next sought a way to locate the pump com- 
puter close to the customer. Since no manufacturer 
made such a dispensing unit then, Canadian Tire 
had some specially built for the next station.* This 
was accomplished by mounting the hose with a 
counterweight retractor in a tall, slim, porcelain- 
jacketed tower located nine feet from the pump. 
After a trial proved such separation was practical, 
Wayne’s Canadian branch got an order for special 
nine-foot-wide pumps for future installations. 

The design is simple enough: It’s basically a 
regular Wayne blending pump with an extended 
housing to enclose the hose reel at the far end and 
the necessary plumbing leading to it. 

e@ Checkout Bays—Most radical of all Cana- 
dian Tire’s innovations so far is the check-out bay, 
featured at the two newest stations. Strange and 
new to the oil industry are these methods included 
in the checkout system: 

Magnets for weighting an imprinted cash-reg- 
ister ticket to the roof of the customer’s car while 
he drives from the pump to the check-out bay. 

Terry-cloth wipers used just once for cleaning 
glass and tossed back into a nearby laundry ma- 
chine. 

Large, circular tire-pressure gauges, one for each 
tire, mounted at eye level at each side of the car. 

A choice of two check-out lanes—one with full 
service, the other for speed only and no services. 

Plus two other unusual services that didn’t work 
out as planned: 

A built-in scale to balance car weight with tire 
pressure turned out to be mechanically inadequate 
for the purpose. 

A warm-air stream, to clear windshields on 
severe winter days, works well enough but is so 
rarely needed it will not be included in future 
stations. (Continued on next page) 


* Somewhat later, two dispensers appeared with remote com- 
puters. See NPN—Mar., p140, May, p71. 
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WHEN CANADIAN TIRE CORP. LTD. 
was formed 39 years ago, it was primarily a 
tire dealer. It branched out into “associated 
stores” in 1934 and developed a mail-order 
trade. 

The founders were two brothers, Alfred J. 
Billes, now president, and John W. Billes, 
who died about five years ago. There are now 
192 Canadian Tire stores and 12 service sta- 
tions. 

The Yonge St. headquarters store is an 
example of the way the company tries to pro- 
vide very fast service. Only one sample of 
each item of merchandise is on display, se- 





CANADIAN TIRE: BIG, FAST, EFFICIENT 


curely fastened in place and identified by a 
number. 

Beside each display sample is a metal case 
full of punched IBM cards, prominently num- 
bered on the end to correspond to the sample 
number. The customer pulls a card out of the 
case, takes it to the cashier, pays for it and 
presents it at an order-filling counter. 

Some of the smaller automotive parts are 
not physically on display. Instead there are 
large parts lists or catalogs mounted on coun- 
ters with cases of numbered cards close by. 

Store personnel are on hand to show such 
bulky merchandise as power mowers. 








(Begins on page 127) 

The idea of a check-out bay itself—particularly 
with a high-speed lane for collection only, and 
a second lane for all the extra services—is a de- 
parture from all past industry practice. No exact 
statistics have been compiled but it’s estimated that 
at least two-thirds of the customers use the high- 
speed lane. 

The washing machine installed in the check-out 
bays is a small laundry unit of the spin-dry type. 
The operator can control the degree of dampness 
remaining in the cloths. Wipers presently in use 
are white terry-cloth, 18-in. square (soon to be 
changed to a 12-in. by 20-in. size). The damp 
wipers from the machine are used once on each 
side and then tossed back into the washer. 

Tire inflation comes in for real showmanship. 
In the service lane of the check-out bay, well up 
front, are four large pressure gauges, mounted 
two on a side at eye-level height. 

There’s one gauge for each tire and they’re 
placed so the customer can sit in his car and watch 
the gauge readings change as his tires are inflated. 
The first gauges installed didn’t seem quite large 
enough for easy reading, so they were replaced 
by a set with dials 12 inches in diameter. They’re 
a common industrial type, readily obtainable. 

Because of its willingness to experiment, it was 
inevitable that Canadian Tire would discard some 
ideas after a trial. Among these are the car scale 
and the warm-air blast. 

As a refinement on tire inflation, scales were 
installed in the check-out bay, so that a motorist 
starting on a vacation trip could drive in with his 
fully-loaded car, get the car weighed and have the 
tire pressure adjusted accordingly. 

That idea didn’t work because the particular 
type of weighing mechanism used requires precise 
spotting of the car wheels. To gain the degree of 
perfection needed takes too much time, so the plan 
has been dropped—for the present. 

Another extra service was found to be of minor 
value. It’s the warm-air blast from a downward- 


curving, fan-shaped duct mounted so that the air 
stream blows across the approximate spot where 
the windshields of most cars will be when parked 
in the check-out bay for service. 

The system works all right, but after an ex- 
tended trial the Canadian Tire people concluded 
there isn’t really enough need for it to justify in- 
stalling a similar system in other stations. 

e@ Lubrication Twists—Although elaborate lub- 
rication facilities were installed in the first station, 
it was decided shortly afterwards to omit lubrica- 
tion entirely in future outlets. Now Canadian Tire 
plans to go back into lubrication and expects to 
install facilities at new stations wherever sufficient 
space is available. 

Car lubrication can be a profitable service for 
at least another 10 years, thinks A. B. Malcolm, 
manager of Canadian Tire’s petroleum division. 
He points out that the first station is doing a good 
volume of lube jobs, and believes the special equip- 
ment installed there will pay out in 10 years. 

The special equipment caused a lot of talk when 
the Yonge St. station opened two years ago. It’s 
another example of Canadian Tire’s willingness to 
forsake the traditional for something better: 

A large, two-channel lube pit has a motor-driven 
conveyor built into one of the channels. Surface of 
the conveyor belt consists of square metal plates. 

As cars enter at one end they can be picked up 
by the conveyor belt, moved along the pit (which 
is four cars long) and out the other end. Two men 
work on each car, one at ground level and one in 
the pit. The man in the pit starts and stops the 
conveyor at will. 

A traveling jack rides along two light rails at- 
tached to the pit sides so that it’s always in posi- 
tion to take the car weight off the suspension as 
needed during the lube process. 

The conveyor works well enough, but the Cana- 
dian Tire people aren’t convinced it’s the best 
thing for lube work. Just how they'll equip the 
next lube installation hasn’t been settled yet. 

(Continued on page 132) 
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He's smiling now 
...all the way! 


The new Eaton 3-Speed Tandem Axles give a truck 
driver 15 evenly spaced gear ratios (with only a 5- 
speed transmission). He can select the right gear to 
keep his road speed up, his engine turning in the 
most efficient range ... under any road or load 
situation. 








The driver shifts easily and quickly for time-saving road speeds 
—whether going up or down grade—on a turnpike—or in city 
traffic. A simple, finger tip movement of the red selector switch 
on the transmission shift lever for the right axle ratio (low, inter- 
mediate or high)—a slight movement of the throttle (to interrupt 
power for a moment) and the shift is complete. Each gear com- 
bination can be used in sequence—or not—at the driver’s option. 
No other tandem axle delivers so much performance—with so 
little driver effort. 


GEAR SPEEDS 
WITH ONLY A 





TRANSMISSION ! 


And that’s not all. The Eaton 3-Speed gets out of the engine 
all the built-in economy—while stretching out its life and the 
life of power transmitting parts. This adds up to more dollars 
coming in—less going out—more operating profit. Write direct 
for the new, illustrated brochure—and get all the facts. 





3-sPeED 
AXLES 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 


..- Your partner in progress through research... 
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(Begins on page 127) 


The Yonge St. station has other innovations, 
including a built-in vacuum cleaner, bulk-oil dis- 
pensing system, bulk-glycol dispensing system, and 
a steamjet for window cleaning. 

e@ Built-In Vacuum Cleaner—The one unusual 
thing about this system is that outlets are at the 
sides of the lube pits and not at the pumps. 

e@ Bulk-Oil System:—Reels for dispensing lube 
oil are still.in place at the pumps, but they're no 
longer used. Now bulk oil is dispensed only at 
the lube pits. 

e Antifreeze—Glycol antifreeze is stored in 
bulk and dispensed in bulk at the lube pits. 

e@ Steam Jet—You can clean windows with 
steam, but the results aren’t noticeably better than 
with the customary manual method, says Canadian 
Tire. Also it’s more cumbersome, and that tends 
to slow up the job. Since nothing was gained by 
using the steam jet, and since there’s some main- 
tenance of the steam hose required, it’s been 
decided to discontinue using steam to clean glass. 

Although Yonge St. has a lubrication depart- 
ment, the station sells no TBA merchandise except 
bulk antifreeze, does no battery charging, tire 
mounting, wheel aligning or accessory installation 
of any kind. 

All those goods and services are available at the 
adjoining store, and the store handles the complete 
sale, including whatever installation or other serv- 


Big Volumes, Big Plans 


Toronto oil men readily agree that Canadian 
Tire has amazed everyone with the success of its 
service stations. While local ideas of gallonage may 
be exaggerated, it’s obvious that patronage is 
heavy. 

One high estimate credits Canadian Tire with 
5% of the 220-million gal. a year said to be sold 
through the area’s 1,200 service stations. Others 
say Canadian Tire’s biggest station (on O’Connor 
Drive) pumps anywhere from 2-million to 4-mil- 
lion gal. per year. 

Canadian Tire declines any figures and a spokes- 
man insists the quoted estimates of others are far 
too high. “We only wish we were doing that much,” 
he says. 

Nevertheless, if you visit the O’Connor Drive 
station any Friday evening you'll find the customers 
so thick they have to assign eight men to the 
pumps, a man to do nothing but check the oil on 
all cars, two more men to check under the hoods 
of all cars, plus two supervisors just to direct 
traffic. 

New Stations—Canadian Tire has several new 
stations well through the planning stage. At some 
sites building is about to start. In every instance, 
the station will adjoin a store and will be operated 
in conjunction with it. 

When the new stations open for business, Cana- 
dian motorists are sure to see more innovations 


ice may be involved. 


in gasoline dispensing. s 











Merchandising Memos .. . 





Texaco is supplying its dealers 
with colorful polyethylene replicas 
of the flags of 50 states. The flags 
come in strings, for use in station 
displays, or singly, for use as give- 
aways. 

p 
»Prestone antifreeze will be ad- 
vertised on 13 coast-to-coast tele- 
vision shows this Fall, in what 
Union Carbide Consumer Products 
Co. describes as the “largest and 
most comprehensive” advertising 
campaign in the company’s history. 
Seven out of 10 U.S. television sta- 
tions will carry at least one of 
these programs. 
Dow Chemical Co. will main 
tain strong trade advertising and 
promotion for its Dowgard Full- 
Fill coolant this fall. The program 
will be supported by other market 
and dealer activities, the company 
says. 


POne of the most spectacular 
beach-toy promotions ever held at- 
tracted several thousand people to 
an abandoned airfield at Appleton, 
Wis. There, a Sinclair Oil Co. 
dealer arranged for an airdrop of 
200 inflatable dinosaur beach toys. 
Everyone who “captured” a dino- 
saur also won a free gallon of Sin- 
clair’s Dino gasoline. 


Union Oil Co.’s employe credit- 
card solicitation contest has won 
the company nearly 10,000 new 
credit-card accounts. The company, 
which is awarding $500 to the con- 
test winner, estimates these new ac- 
counts are worth $2-million in new 
annual business. 


>The Raybestos Division of Ray- 
bestos-Manhattan Inc. has produced 
a booklet for its distributors that 
details the success of a coast-to- 
coast test run of two cars using 
its brake linings. 


The American Oil Co. is taking 
delivery of 23-million new highway 
maps—its own largest order and 
the largest single order ever filled 
by Rand McNally and Co., the 
nation’s largest mapmaker. Each 
map has a panel filled with sight- 
seeing information. 


Theme of Ashland Oil and Re- 
fining Co.’s new consumer adver- 
tising program is “the friendly man 
with the better brand.” The cam- 
paign uses newspapers, radio, and 
television and, according to Ash- 
land advertising manager George 
Sisler, it will continue “indefinitely.” 


>Pure Oil Co. has ordered 1,250,- 
000 balsa-wood gliders to promote 
its new Firebird brand. The gliders, 
“shaped like firebirds,” are sup- 
plied to dealers as part of package 
promotion kits and given away 
with every gasoline purchase. 
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FAST, DEPENDABLE 
Weather Reports - TRANSPORTATION 


THE WEATHER is costing Atlantic cuts your inventory requirements 


Refining Co. about $2-million a year. 
That’s how much it spends on its own as much as 40%! 
novel weather-reporting network, ex- | , 

tending through its 18-state market. : 

It’s no ordinary system. Atlantic 
does more than merely sponsor 
weathercasts. 

e It sees that weather reports are 
localized for the areas in which they 
are being broadcast. 

e It has a different local weather- 
man for each station in the network. 

e It insures that they stay abreast 
of meteorological developments by 
bringing them together at annual con- 
ventions to hear from the nation’s top 
experts the latest on methods and 
equipment for tracking and predicting 
weather. 

At one such convention in Florida, 
Atlantic made sure the group got first- 
hand experience by putting a group of 
them aboard a Navy hurricane-hunter 
and flying them into the “eye”. 

It’s taken Atlantic 10 years to mod- 
ify and expand the network to its 
present size and scope—39 television 
stations and 43 radio outlets. 

It decided that long ago to set up its 
own system, because no conventional 
network was tailored precisely to its 
market. This way, it covers its whole 
market and has no waste overflow. 

The oil company makes direct con- 
tractual arrangements with each tele- 
vision or radio station in its network. 
As its market expands, so will its 
weather service. It will soon be ex- 
tended into the Washington area, for 
example. 





Powerful Thomas Petroleum Transit high 
speed tows clip over 20 days from usual 
Pittsburgh-to-Gulf turn around time 
(Photo A). Specially designed cofferdam- 
med TPT barges permit multiple cargoes 
and flexibility of cargo quantities on a 
trip-to-trip basis (Photo B). Thomas Petro- 
leum Transit specializes in handling 
specialties and chemicals as well as the 
és Oh all usual products such as gasoline, etc. Acting 
Dealer Film ia |g as acontract carrier and not hampered by 
| = multiple stops, Thomas Petroleum Transit, 
MOBIL OIL CO. is using a 55- | — a Inc., can take fullest advantage of modern 
; pres inland navigation practices. Associated 
Storage and Terminal Services are offered 
as a full-service to TPT shippers. 


minute film called “Throughput Plus” 

to encourage its dealers to extend 

operating hours as much as profitably 

possible. Cofferdammed } 
It makes clear to dealers, however, he ; 

that they should not extend operating ee 

hours beyond a “sensible economy CETERA 7 — "| Pay pT 

point.” @ Seadest Foot Resume iemet | | Ciancneis Steen. | Panes Hace Bonne 
The film is part of a long-range secret “eee Recah mie Memaae |B! Twos SSS Ia 

program based on the principle that eee 

there are proper opening moe Ae erbecopl NEW BOOKLET FREE 

times for each station—and that these NOW YOU CAN REDUCE 

should be determined by an analysis THE REAL COSTS OF LIQUID 

of the market of each to discover OR BULK TRANSPORTATION 

need and profit potential. ba 
A novel feature of the film is its use Write Dept. S, Box 107 for s — 

of case-study techniques and the em- | —~ ‘Savings and Controlled Cost” booklet 

ployment of a conference method of 


discussing their relative merits. | THOMAS PETROLEUM TRANSIT co. BUTLER, PA. 
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GLASS PREMIUMS 


Increase Your Gallonage and Profits 






































ATTRACT TRAFFIC! 


with Anchorglass Premiums Like These! 


SO 
Wag | ym ~~ na J Cassie Chl is “asic CH 
Swedish Footed...“Laurel” Cutting... . — * “ts ~~ 
Roly-Poly...“Ball” Cutting Classic Cars 
Heavy-Base ... “Cubist” Cutting 


A 


Why glassware is the perfect premium: Nothing else has the universal appeal of glassware! It will 
attract traffic to new stations. It will offset competitor’s price cuts. It will obtain new customers. It will 


increase your unit of sale. It will help introduce a new or improved product. It will spark special sales. 
It will increase repeat business. It will stimulate off-season sales. It will keep customers loyal. It will 
overcome new competition. Glassware is the greatest value for your promotional budget! 


Why Anchor Hocking is the perfect source for glassware: Nowhere can you find a more complete 
or versatile line of glassware than that made by Anchor Hocking—over 2000 items! And Anchor Hocking’s 
specially decorated glassware can be custom-produced to meet your specialized needs. Anchorglass premiums 
are always low-cost, no matter how much you decide to spend. And to help you make the most of the 
promotion of your choice, Anchor Hocking offers complete promotional packages. For more details on 
what an Anchorglass premium promotion can do for you, fill in and mail in this coupon now! 


ANCHORGLASS ANCHOR HOCKING «© premium DEPARTMENT 


Lancaster, Ohio 


PR F Mi | UJ MS We are interested in learning how an Anchorglass premium promo- 


tion can help us, and would like to discuss this in detail with you. 
make you money... make you friends 


ANCHOR HOCKING 


Lancaster, Ohio 


oe = ee 
COMPANY ae 
ADDRESS — 


_STATE cmnimaipinntnnpinedmeniii 
NPN- 10 /61 





HiGH- 
SPlzI=12 
TRAGK 
TESTS 


Oronite 17200 
Series additives 


TRACK TEST 


Vehicles used: V-8 passenger cars and both 
gasoline and diesel powered 
trucks. 


(trucks were loaded at normal gross 


weight to simulate actual driving conditions) 


Test driving: 16 hours per day. 


Driving speed: Autos—75 m.p.h. 


(continuous operation) 


Trucks—60 & 50 m. p. h. 


(continuous operation) 


Test miles: 30,000 for each vehicle 
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Recent road testing demonstrates the high 
temperature quality of Oronite 1200 Series lube 
oil additives. 1200 Series additives were 
previously noted for superior low-temperature 
performance—NOW their high-temperature 
quality also has been demonstrated in both 
gasoline and diesel powered vehicles. 


This testing was carried out by an independent facility 
with high-speed driving conditions simulated for each type 
vehicle. Test results showed that oils compounded with 
1200 Series additives will match any compounded oil on the 
market for high-temperature engine performance. 

Now lab and field testing has demonstrated both high 

and low-temperature advantages from oils compounded with 
Oronite 1200 Series additives. 


Why not get the complete story? Data is available to those 
interested in marketing or compounding better motor oils. 
For full information—contact the Oronite office nearest you. 


CALIFORNIA CHEMICAL COMPANY 
® ORONITE DIVISION 


EXECUTIVE OFFICES e 200 Bush Street, San Francisco 20, California 
SALES OFFICES e New York, Wilmington, Chicago, Cincinnati, Cleveland, 
Houston, Tulsa, Los Angeles, San Francisco, Seattle 


CALIFORNIA CHEMICAL INTERNATIONAL, INC. 


OFFICES e Panama, Sao Paulo, Geneva, Tokyo and San Francisco 
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Lubrication 


King-Size Carrier 


It forges ahead in the race 
for the biggest grease truck 


BULK GREASE TRUCKS are growing in number 
and size. The largest yet is now making deliveries 
-on what is called the biggest bulk grease contract. 


Cities Service developed the first bulk grease car- 
rier (NPN—May ’60, p119) with a capacity of 24,- 
000 Ibs. Humble then followed with a 31,500-Ib- 
load truck (NPN—Feb. p106). Now Cities has 
topped this with a 40,000-Ib.-capacity carrier. 


Cities Service’s latest grease truck has three com- 
partments instead of two as the first one has. It is 
being used to haul multipurpose grease to two of 
General Motors’ Steering Gear Division plants at 
Saginaw, Mich., which use a total of 3-million Ibs. 
of grease annually. 

A large percentage of the industrial grease mar- 
ket can be served best by bulk deliveries, Cities 
Service is convinced. Joseph G. Sparks, manager of 
sales to the steel industry, quotes a customer as say- 
ing that if a mill uses 5,000 Ibs. per month or more 
it should install a system for taking grease by bulk 
rather than by drum. Savings by using the bulk sys- 
tem have been estimated by one customer at $12 
per 400-Ib. drum. 


Bulk delivery cuts down on floor space required 
for storing drums, eliminates the necessity for 
handling them, reduces the possibility of contami- 
nation of product. Also, an estimated 10% of the 
grease in each drum remains in it because of the 
difficulty in emptying it completely. 

Cities has plans underway for still another grease 
truck. Will it too its predecessors in size? That 
hasn’t been decided. State restrictions on load lim- 
its are the controlling factors, say Cities officials. 

In addition to General Motors’ Saginaw Steering 
Gear Division, Cities Service also is delivering 
grease in bulk carriers to U. S. Steel plants in South 
Chicago and Gary, Ind. 


VOLK 62598 Fon meyer 


Latest bulk-grease truck has a capacity of 40,000 


Oil is sucked into a plastic container for customer to see 


Quick Oil Changer 


Sohio and Aro Equipment develop 
air-operated vacuum drain system 


IT TAKES JUST 35-40 seconds to drain all the 
oil in a car engine with the new quick changer 
shown above. That’s the claim of the developers, 
Standard Oil Co. (Ohio) and Aro Equipment Co. 

It’s a Sales Tool—There’s a current resurgence 
of interest in quick oil changes. Behind it are these 
factors: 

e@ Declining motor-oil ratios at stations, point- 
ing up the need for faster, easier ways to changing 
oil that will appeal to motorists. 

e@ The trend toward minimum chassis-lube re- 
quirements (NPN—Sept. p102), which tends to 
keep cars off station lifts. 

e@ Recognition of an efficient quick oil changer 
as a merchandising tool that brings new business 
into a station and keeps it coming back. 

(A full report on quick oil-change developments 
will appear in a coming issue of NPN.) 

How It Works—With Sohio’s new system, a 
special drain plug replaces the usual drain plug on 
the bottom of the engine. A metal tube attached to 
the plug reaches up under the hood and air-operated 
vacuum equipment sucks out the oil into a trans- 
parent plastic tank. 

A flexible plastic tube can be used on cars not 
equipped with the permanent special drain plug. 

The new system has been tested at a number of 
Sohio stations during the past six months. Several 
hundred customer cars have been equipped with 
the special drain plug and flexible metal hose. 
However, Sohio has not yet decided to put this 
equipment in all outlets, and stresses that it still 
is in the development stage. 

Retail price for the suction unit is $149. It’s 
available to anyone. Cost of the car attachment 
has not been decided. It may run between $1 and 
$3, but it’s not certain whether it will be sold. It 
might be furnished free to customers by the service 
station. 
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PSales of lubricating oils and 
greases rose 5.4% in 1960, but 


automotive lube oil sales were up | 


less than 1%. This is shown in the 
latest survey by U.S. Bureau of 
Census under sponsorship of the 
Lubrication Committee of API's 


Division of Marketing. Last pre- | 


vious survey was in 1958. 
Sales totaled 56,597,197 bbl. in 
1960, up almost 3,000,000 bbl. 


Sales of industrial lubes rose more | 
than 2,000,000 bbl. Automotive | 


sales were up 173,811 bbl. 


Of the 56,597,197 total, 52,665,- | 


993 bbk: were oil sales, and 3,931,- 
204 bbl. (315 lb. to the bbl.) were 
grease sales. 


Makers of cans for motor oil 
have a new grade of lighter, thin- 
ner tin plate available to them. 


U.S. Steel has developed “Ferro- 
lite 10,” priced 15¢ per base box | 


lower in all basis weights than 
present ferrolite. 

The new grade has a coating of 
one-tenth pound of tin per base 
box. Previously, ferrolite was pro- 
duced in one grade only, with a 
quarter-pound of tin coating per 
base box. 


>A tester to show motorists the | 
contaminants in their motor oil has | 


been distributed to about 200 serv- 
ice stations through Canadian 
Husky Oil, Ltd. 

Called Testoil, the kit is a sim- 


plified adaption of one developed | 


and used by the U.S. government, 


according to the manufacturer, | 
Gordon Laboratories, Annapolis, | 


Md. 

Requiring about a minute to 
complete, the tests consist of plac- 
ing a drop of oil on a special paper 
and two to three drops in a filled 
vial. The vial is shaken for five to 
10 seconds, then the color is com- 
pared with the acidity color chart; 
this indicates whether the additive 
is still effective or if corrosive acids 
are present. The piece of paper is 
compared with another color chart 
which shows the dirt content and 
the presence of water or antifreeze. 


Southwest Grease & Oil Co. has 
developed a new process for mak- 


ing critical specification lubricants. | 


Called Electro-Thermatic, the proc- 
ess gives control and automation 
never before possible in the manu- 
facture of highly technical specifi- 
cation products, company says. 





SUCTION 


DISCHARGE 


BOUGHT 7%zaz BECAUSE OF ITS GOODALL 


LABEL... BOUGHT CQjccie cmd gain 


BECAUSE OF EXCEPTIONAL SERVICE 


Smooth Bore. “Synplastic’® Tube and Cover. 
Wire-Reinforced High Tensile Fabric Carcass. 
Sizes 4" to 12" |. D. Maximum Lengths of 50 Feet. 


“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


HOSE + BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Ribber Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J) 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


Standard of Quality—Since 1870 
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“It is our practice to enter a field of pumping 
service only when able to provide a superior pump 
and better performance.” 


J.C. Gorman H. E. Rupp 


SIMPLICITY 
IS BASIC 


IN 
GORMAN-RUPP 


MODEL 04AB 


PUMPS 


Here are inside views of three Gorman-Rupp 
pumps that perform widely different services 
in the petroleum field. 

The essential simplicity of Gorman-Rupp 
design is clearly evident in the illustrations. 
These pumps are built to be highly efficient, 
strong and durable. They’re built to stay on 
the job. Minimum downtime for servicing. 
Minimum expense for maintenance and repair. 
Maximum volume of petroleum products 
pumped for every cent of cost. 

Specify them with confidence. See your 
Gorman-Rupp distributor or write us direct. 


THE GORMAN-RUPP COMPANY 


305 BOWMAN STREET MANSFIELD, OHIO 


GORMAN-RUPP OF CANADA LTD. 


ST. THOMAS, ONTARIO 


MODEL 06BB 
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One workman sprays plastic-fiberglass mix on tank bottom as another rolls it smooth. Air 
for spraying, and for men to breathe, comes from mobile compressor outside tank (left) 


How to Cut Tank-Repair Cost 


Using plastics to repair storage facilities is proving 
to be cheaper and quicker than using steel. Here's 
what Standard of California has to say about plastics 


 yerea PATCHES on tanks are not only stopping 

leaks, they’re also stemming the flow of money 
into tank-repair work, reports Standard Oil of Cali- 
fornia. 

The company’s western marketing arm, Western 
Operations Inc., is slashing tank-repair costs by 
using plastic resin* patches—instead of steel—to 
bolster corroded tank bottoms, and using a plastic 
putty—instead of welding—to repair leaks in riv- 
eted tanks. 

The plastic patches are being used at both refin- 
eries and marketing-station storage. 


* Isophthalic-based polyester resins and putty used by Socal’s 
Western Operations come from a chemical raw material de- 
veloped and marketed by Oronite Division of California Chem- 
ical Co., a Socal subsidiary. ; 


Socal has found that tank bottoms can rust 
through in about 10 years or less because of water 
in the oil and salt and water in the soil under the 
tank. Riveted tanks tend to spring leaks after many 
years of service. 

So far, all tank bottoms replaced with reinforced 
plastic resins are standing up, Socal says. Most of 
them were put in about 30 months ago. This in- 
cludes storage at marine terminals at Moss Landing 
and at Southside in the San Francisco area, at Point 
Wells, Tacoma, Wash.; and at Longview, Wash. It 
includes pipeline storage at Clearwater, Calif. Plas- 
tic resin is reported working well in refinery storage 
at Richmond, where it was tried out three years ago. 

And it’s working on leakers, too. Storage at Will- 
bridge terminal, Portland, Ore., more than 30 years 
old, has been plugged. (Continued) 
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Bulk Plants and Terminals 





Putty patches on the outside of leaky tanks .. . 


(Begins on page 14!) 

Socal’s Western Operations likes plastic resins be- 
cause they save money. Here’s how the company 
pinpoints the economies of plastic repairs: 

e@ Cost of material is reduced. Replating a tank 
bottom with steel runs about $3 per sq. ft. With 
reinforced plastic resins, the cost is about $2 per sq. 
ft. Sometimes it’s below that. 

e@ Tanks are out of service a shorter time. De- 
pending on the size of a tank, a steel replating proj- 
ect can tie up a tank from 30-90 days. With plastic 
resin, down time can be 10-20 days. 

e@ Current capital outlay is reduced. Socal says 
steel would last longer than the anticipated five-year 
life of a plastic-resin bottom, though it would cost 
more. “But we prefer to reduce current capital out- 
lay,” Socal says. “And we gain experience with a 
new product at the same time.” 

e Plugging leaks in riveted tanks can save the 
entire investment. Socal’s experience with leakers at 
Willbridge terminal is a prime example. Thirteen of 
25 leakers were made of iron plates that can’t be 
welded. Using plastic putty (total cost of the project 
was $1,900) avoided replacing these tanks. Re- 
placement would have cost $127,000, Socal says. 
The dozen remaining tanks would have cost $70,- 
000 to weld. With plastic putty, the job was done 
for $4,500. 

Socal has had other experiences which may con- 
vince the skeptic that plastic resins may be worth 
looking into. 

At Longview, the bottom of a 60-ft. diameter 
stove-oil tank was replaced in May, 1960. The 
cost, including sandblasting, was $5,977, Socal 
says. The saving over steel was $1,400 and seven 
days time. Square-foot costs came to $1.86 for plas- 
tic resins, compared with an estimated $2.30 for 
steel. 

At Clearwater, the bottom of a 44 x 48 ft. motor- 
gasoline tank was replaced with resin at a cost of 
$1.80 per sq. ft. The estimated cost for steel was 
$3.50 per sq. ft., Socal says. 

The bottom of a 95-ft. diameter gasoline tank at 
Point. Wells was replaced in October, 1959. Cost 
came to $2.19 per sq. ft.—59¢ per sq. ft. for sand- 
blasting and $1.60 per sq. ft. for plastic resin. This 
compares with an estimated $2.63 per sq. ft. for 
steel. Socal reports the tank was opened 14 months 


. . . barely show after being painted over 


later and a hairline failure was found at one spot. 
The damage was easily repaired by patching. 


How the Work’s Done 


Tank Bottoms—Good surface preparation is the 
key to a good plastic-resin job, Socal says. It rec- 
ommends sandblasting bottoms and sides (up to a 
height of three feet), then coating the newly sand- 
blasted surfaces with a thin mix of liquid resin to 
prevent rusting. Holes and pitted areas are filled 
with putty-type resins. 

Next, a one-quarter-inch layer of glass laminate 
is sprayed over the area. This is a mix of resin and 
chopped fiber glass. (While lengths of glass fibers 
can be from %-in. to 2'%-in., Socal finds that 
lengths of 112-in. are best). While one man sprays, 
another rolls the material to squeeze out the air in 
order to form a smooth surface. A final seal coat of 
resin and wax (the wax provides resistance to wa- 
ter) is sprayed over the bottom to make sure no un- 
coated glass fibers are exposed. All three coats 
contain a catalyst that facilitates curing and hard- 
ening. 

Spraying equipment is a double-barreled spray 
gun equipped with a glass chopper. Air pressure 
moves the glass fibers from a platform to the chop- 
pers through telescopic booms. Separate barrels on 
the gun supply (1) resin and catalyst and (2) resin 
and promotor. Resin supply is from a trailer outside 
the tank. A mobile compressor unit supplies air for 
atomizing the resin and fresh air for men working 
inside the tank. 


Leaky Tanks—They can be patched from the 
outside after product level in the tank is brought 
below the leaking area. The area to be patched 
must be sandblasted or wire brushed. Then the 
plastic putty can be put on in patches. Curing takes 
about 24 hours. After that, the tank is ready for use. 


Socal doesn’t do its tank rebottoming or tank 
patching itself. It doesn’t have the equipment to 
do the work, and having men available to handle 
this work would be too expensive since it doesn’t 
need to repair tanks every day. All work is done by 
qualified contractors. Socal recommends that com- 
panies planning to have plastic repair work done on 
tanks get technical advice first, “since every tank- 
bottom project or leaky-tank problem is differ- 
ent.” e 
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PULL IN MORE 
CUSTOMERS WITH 


BRIGHTER SiG 


Both old and new, stations need the 
extra light power of Plastilux" signs. 
This brighter, clearer day and night 
sign will attract more customers and 
pay for itself in lower maintenance 
relate Me) l-igehilils alee 


A Signvertising” engineer will help eee some ce ct ce mm ae fee ae em mee me ee 
modernize your entire sign program 
without obligation. Use the coupon 
below. 


. 


» | 


LOOK < DX e oe oe ee ee es ee ee fe ee ee oe 
INSIDE , - 


SS 


ills 


SIGNS OF INCREASED GALLONAGE 


See how maximum light power is developed 
—how shadow-free engineering is perfected 
—how easy, low cost maintenance is assured. 


ORIGINATORS OF 
RI] We operate service stations. 
PLASTILUX Please have a Signvertising engineer call. 
the sign with 
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Bae OF OR = 2 =f OR = Ss tee 2B DB | 


Pe beet: we SM Os,5fom Om my. Ua 
R 


October, 1961 * NATIONAL PETROLEUM NEWS 























2 


é 


ge 
“se 
i. 


NATIONAL PETROLEUM NEWS * October, 1961 












THT Pe ae 


' 
; 


Architecture of the station ties in with that of the air- 
port buildings; design reportedly cost $18,000. TBA display 
racks (above) are located at the rear cf the station, which 
is open 24 hours every day and has 22 employes 
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Stations 


Circular office and restroom buildings, faced in blue tile, 
are located at the rear of the station 





SOCAL BUILDS A RADICAL NEW STATION 


CIRCULAR STATION of radical design has been 

built at Los Angeles International Airport by 
Standard of California. Its most striking feature 
is a 120-ft.-diameter circular canopy that overhangs 
the entire installation—islands, office, restrooms, 
open-air lube bays and all. 

The service station is similar in some ways to 
DX Sunray’s “Circle of Service” station in Tulsa 
(NPN—Jan. p90). It’s round and the service areas 
enter away from the traffic flow. But it’s not a 
prototype: it’s designed especially for a triangular 
lot at the new Los Angeles Airport, and it fits into 
the airport’s architectural theme. 

The canopy is made of steel. It’s supported on 
four tapered concrete pillars. A 64-ft. inner roof, 
also circular, is lighted by 175 slimline fluorescents 
covered by an aluminum gridwork. The canopy 
perimeter is inset with 64 150-watt floodlights. 

In keeping with the circular theme, the office 
and restroom buildings are 21 ft. in diameter, 
finished in blue tile. One has office and TBA stor- 
age, the other has restrooms, compressor, and em- 
ployes’ locker room. 

The station has 18 Wayne pumps at six islands, 
with three grades each. Two Western single-post 
hoists are located in open air underneath the can- 
opy in the back. There’s room for another. 

Standard Oil hopes gallonage will eventually 
reach 100,000 gal. a month. 

The design is a joint effort of Charles Luckman 
Associates, Weldon Beckett and Associates, and 
Paul R. Williams, designers of the airport, too. 

Standard isn’t saying what the station cost but 
one source says the design alone cost $18,000. 
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.. . Perhaps you can 
solve a Petroleum 

__ Additive problem 
ae alelal@alsia> 





AMOCO 121 DETERGENT 


A unique barium detergent for 
motor oils that performs these 
functions: (1) prevents deposits 
from ‘‘Stop and Go’’ driving, (2) 
provides high-temperature deter- 
gency, (3) neutralizes acids, (4) 
improves viscosity index. 


AMOCO 193 INHIBITOR 


Multi-functional zinc dithiophos- 
phate motor oil additive. It inhibits 
oil oxidation, protects bearings 
from corrosion, prevents exces- 
sive wear of engine parts. 





AMOCO 200 SERIES 
DETERGENT- INHIBITORS 


Additives in this series are com- 
binations of Amoco 121 Detergent 
and Amoco 193 inhibitor. A wide 
choice of blends, with which to 
fully compound motor oils, is 
available. These blends insure 
correct component balance. 


CHEMICALS 





AMOCO 508 
FUEL OIL ADDITIVE 


This new additive: (1) Is an anti- 
corrosion agent, permitting the 
offering to burner oil users the ad- 
vantage of a fuel oil that combats 
storage tank corrosion, (2) Is a 
stabilizer, preventing the oxidation 
of fuels, (3) Is a dispersant that 
keeps insoluble matter in fuels in 
suspension. Amoco 508 has been 
field-tested and is in successful 
commercial use. 


AMOCO 520 SERIES 
METAL DEACTIVATORS 


With these metal deactivators, less 
antioxidant is needed for copper- 
contaminated gasoline stocks, 
treating costs are lower and stor- 
age life is extended. They also pre- 
vent gels resulting from copper 
mercaptides in sour heating oil and 
diesel fuel. 


AMOCO 530 SERIES 
GASOLINE ANTIOXIDANTS 


Three chemical types of gasoline 
antioxidants, for economical and 
effective protection from gum for- 
mation, are included in this series. 


AMOCO 

CHEMICALS CORPORATION 
Department 5203 

130 East Randolph Drive 
Chicago 1, Illinois 





AMOCO 541 
GASOLINE ADDITIVE 


Amoco 541 is chemically different 
from other phosphorus additives. 
It has proved especially efficient 
in controlling surface ignition and 
spark plug fouling. It restores the 
performance of fouled plugs. It 
does not add to ORI nor shorten 
valve life. 


AMOCO 600 VISCOSITY 
INDEX IMPROVER 


An especially effective VI Im- 
prover which also helps provide 
easier starting, increased gaso- 
line mileage, less ORI, greater 
shear stability and better oil 
mileage. 


Please send me additional information about the following Amoco additives: 


C0 Anoco 121 C Amoco 508 (0 Amoco 541 


(1 Amoco 193 (J Amoco 520 Series (] Amoco 600 


(J Amoco 200 Series (I) Amoco 530 Series (] Amoco 661 


CO Please have a representative call. 
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Buick V-6 engine 


BUICK this year drew on General 
Motors Truck & Coach Division’s 
experience and installed a cast-iron 
V-6 engine in its compact Special 
4000 series passenger cars. 

The engine is much like last year’s 
standard 215-cubic inch aluminum 
V-8. Displacement is 198-cubic inches. 
_ Buick says the V-6 is 140 to 179 
pounds lighter than current in-line 
sixes. It produces 135 hp at 4,600 
rpm. Valve lifters are hydraulic. 

There are no startling innovations. 
The convention design apparently re- 
sulted from a rush to get it in produc- 
tion. Compression ratio is 8.8:1, and 
the V-6 is designed to operate on 
regular gasoline. 


DODGE and PLYMOUTH  sheet- 
metal surgeons were busiest this year. 
They cut 300 pounds from the cars 
in giving them the industry’s most 
extensive facelifts. 

The new Dodge Dart and the Ply- 
mouth use the same body shell. It’s 
6 in. shorter, 442 in. narrower, and 
half an inch shorter that the 1961. 

The cars have a 116-in. wheelbase. 
The standard engines are the 230-hp, 
318-cubic-inch V-8 and the 225-cubic- 
inch slanted six that turns out 145 
hp. Both use regular gasoline. 


STUDEBAKER this year gets a max- 
imum of change with a minimum of 
expenditure. The Hawk has been de- 
finned, and the style changed from 
coupe to hardtop. 

The engine is much the same as 
in 1961, a 289-cubic-inch V-8, but 
the compression ratio drops from 
8.8:1 to 8.5:1. It produces 210 hp 
at 4,500 rpm, and is said to get 23 
mpg on regular gasoline. 
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THE 1962 CARS: 


DON’T MISS THESE TRENDS 


The 1962-model new cars aren't designed to warm an oil marketer's 
heart, but some of their undercover mechanical wrinkles are worth 
noting. (For a report on just how the new models will affect marketers, 
see NPN—Sept., p102.) Ml The trend to compact cars is accelerating 
(they now have 39% of new-car registrations, may hit 50% by year's 
end ), but the number of compact sizes is growing just as fast. Chevrolet 
and Ford are introducing compacts closer to the size of standards; 
Plymouth and Dodge are making their standard-size cars more compact. 
Inside and under the bodies, there are aluminum V-8s with alcohol- 
injecting superchargers, cast-iron V-6s replacing aluminum V-8s, torque 
boxes absorbing bumps; outside, there’s hardly a fin in sight. MJ Here 


are some of the new developments: 
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Wheelbase remains 120% in., over 
all length is 204 in., height 55% in. 


OLDSMOBILE has added a convert- 
ible to its lineup of compacts, as have 
Buick and Pontiac. All three have 
manually operated, counter-balanced 
tops as standard equipment. 

The 1962 F-85 Cutlass has a 185- 
hp., 215-cubic-inch aluminum V-8 
with a 10.25:1 compression ratio. It 
has a four-barrel carburetor and is 
designed for premium gasoline. 

The standard engine is a 215-cubic- 
inch, 155 hp aluminum V-8. The 
compression ratio is 8.75:1, and it’s 
designed for regular-grade gasoline. 

Power steering and a new air-con- 
ditioning unit specially designed for 
smaller cars are available this year, 
as is a four-speed automatic transmis- 
sion. 

Other engineering developments in- 
clude a new shock-absorber valving 
system and revisions in the front- 
suspension mountings. 


Olds is offering an optional Garrett 
exhaust-driven supercharger on _ the 
F-85. It cuts in at full power, or 
near it, and injects an alcohol-water 
solution. This package gives 215 hp, 
one for each cubic inch, and re- 
quires premium gasoline. 


CHEVROLET offers the Chevy II, its 
middle-sized model, in three series, 
the 100, the 300, and the Nova 400. 

The wheelbase is 110 in., over all 
length 183 in., height 55, and width 
70.8 in. 

Power options are four- and six- 
cylinder, cast-iron, in-line engines 
rated at 90 and 120 hp, respectively. 
The engines are very similar, and 
many parts are interchangeable. Stand- 
ard compression ratio in both engines 
is 8.5:1; displacement is 153 cubic 
inches in the four, 194 in the six. 

A three-speed transmission (2.94:1 
in low) is standard. Automatic trans- 
mission is optional. The rear suspen- 
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Oldsmobile F-85 


Chevy II Nova 400 


Ford Fairlane 500 


sion is Hotchkiss, with a new, uni- 
formly stressed single-leaf spring. 

Tire sizes are 6.00x13 on sedans, 
and 6.50x13 on sports coupes, con- 
vertibles, and wagons. 


FORD and MERCURY all their 
in-between-size cars Fairlane and Me- 
teor. Ford’s Fairlane is 197 in. long, 
the Meteor 203.8 in. 

Both cars will be powered by 
Falcon’s six-cylinder, 170-cubic-inch 
engine, or a new 221-cubic inch V-8. 
The V-8 is a compact overhead-valve, 
cast-iron engine designed for regular 


gasoline. It is 23% heavier than the 
six, but has 41% more power (143 
hp at 4,500 rpm). 


Recommended oil-changed interval 
is 6,000 miles. The crankcase holds 
4% qt. A factory-installed coolant 
need not be changed for 30,000 miles. 


Each car has self-adjusting brakes. 
The Fairlane has four steel torque 
boxes in its body structure, one at 
each wheel. When the wheel hits a 
bump, the torque box takes up some 
of the upward force, rather than 
transmitting it through the car. 
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Automotive 


Ford Produces 
Mechanics for 
the Future 


FORD MOTOR CO. is embarked on 
a high school-level training program 
for mechanics that could be instruc- 
tive for the service-station industry. 

Ford started the program on a test 
basis last year, and the Ford Division 
now has officially launched it “to pro- 
vide positive assistance in meeting the 
need for trained automotive techni- 
cians.” 

The program is aimed at attracting, 
training, and placing qualified young 
men in the automotive-service field. It 
operates in this manner: 

—Leading technical high school in- 
structors are thoroughly trained in ap- 
proved Ford service techniques. 

—Instructors train interested senior- 
year high school students in evening 
classes throughout their senior year. 

—Students are employed on a part- 
time basis in dealerships during the 
school year, whenever possible. 

—Upon completion of the course, 
students are offered employment with 
dealers as trainee service technicians. 

Originally, eight of the division’s 36 
marketing areas were included in the 
test program. This year, the program 
includes 16 districts. 

Ford expects 150 students to be 
enrolled. It hopes for eventual enroll- 
ment of 3,000 as the program be- 
comes nationwide. 

In last year’s test areas, eight in- 
structors and 78 students participated. 
Of the 78 original students, 71 are 
now working in a formal, on-the-job 
training program, wherein they work 
in all types of specialty mechanics, 
and take connected courses at the 
Ford District Service School. 

Ford’s interest in training mechan- 
ics was spurred by forecasts that 800,- 
000 mechanics will be needed by 
1965, about 100,000 more than are 
now working. Though maintenance 
work required by new cars is being 
diminished, Ford sees the need for 
mechanics growing because of in- 
creased production of vehicles and 
wider use of complex accessories. 

Carl T. Doman, national service 
manager for the division, says the 
program is starting slowly, but “is be- 
ing expanded on a gradual, deliberate 
basis to insure that each participating 
student receives the best possible train- 
ing and work experience for his local 
needs.” 
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THERE’S AN EXTRA $3,102—and even more—that can find its 

DRAWING A way into your pocket this year! Because now you can han- 
dle that special service you’ve had to send out! With the low- 

cost, simple-to-operate Alemite Cross-Sight Wheel Aligner, 

Ri A p 0 N you can easily average an alignment job per day! What’s more, 

you'll have the added profit each repair order will bring. These 


average close to $14 each with shock absorbers, king pins, 


bushings and tires needing replacement after alignment. 
Alemite knows the best way to set you up for added profits 


right now. Plus—Alemite will train you right in your own shop! 


NO RAMP—NO PIT NEEDED! No costly installation or maintenance expense. Gives accurate results any- 
where... inside or out... even on floors or outside surfaces that are not absolutely level. You start earning 
these extra profits as soon as the Alemite Wheel Aligner is delivered! 
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CASH IN ON FAST LUBE SERVICE! The first 
time you hold the gun and hit the fitting with 
Alemite Lube Equipment you'll notice the smooth 
delivery—with no time lag between shots—with all 
the power you need. Depend on Alemite to help 
you do more lube jobs— faster! 


MAKE AN EXTRA $3,800 PROFIT! Average just 2 jobs a day with an 
Alemite “On-the-Car” Wheel Balancer and you get it! It’s the only portable 
balancer that does a complete job — both up and down and side to side balanc- 
ing ... and does it easier, faster and better too ! 


ONE LIFT FOR ALL CARS! 
Ever wonder what type of 
car will drive in your lube 
bay next? A compact—a 
sports job—foreign make—a 
wide track or standard 
model? No matter what 
model comes in, no problem 
with an Alemite Lift. They'll 
handle every size and shape 
of car on the road today. 
They'll save you money—too 
— either in new installation 
or for replacement. 


CROSS SIGHT 
WHEEL 
ALIGNMEN E 





Send for a free, fact-filled booklet telling 
the whole, big-profit story of Alemite 
Equipment. Indicate which specific 
products you are most interested in. 


ALEMITE 
STEWART-WARNER 


Excellence] CORPORATION 
Dept. D(-101, 1850 Diversey Parkway, Chicago 14, it 


WHEEL ALIGNER [] Automotive Lifts 1] Strato-Line 
Lubrication Equipment [] Wheel Balancer (J 


Name 





Address 





in Canada: Stewart-Warner Corporation of Canada, Ltd. 
Belleville, Ontario 





City Zone. State. 
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DILt 
Snap-In 


Dispenser-Pak : 


@ Reduced from $20.50 


@ Valves at the fingertips of your dealers 


The overwhelming success of this new Dill mer- 
* chandising package has enabled us to offer a price 
reduction. The package remains complete... in- 
cluding 50 snap-in valves in two sizes to fit the 
most common 13”, 14’’ and 15’ wheels. The kit 
also includes a five-color mobile which reminds 
customers and dealers to replace worn valves every 





oe wee 2 ; 


The 


Now On 


Valve: 


8 


time the tire is off the wheel. A Dill Safety Gage is 
also included which shows customers how their 
valves wear and why they should replace them 
periodically. 

Your dealers buy these valves at 36¢ each. They 
sell them for 75¢ to $1.00. Where else can they 
double their money so easily and add to the gross 
profit of a tire sale or repair? 

This is a complete merchandising package. Ask 
your Dill representative for full details. 


( ®) MANUFACTURING COMPANY 


DILL. 





700 E. 82nd Street ° 


Offices in Los Angeles, Akron, and Toronto e 


Cleveland 3, Ohio 


Subsidiary of The Eaton Manufacturing Company 
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Tires-Batteries-Accessories 





TBA-SALES INCREASES IN MARCH, APRIL, 1961 


Per cent. Increase 
Over April, 1960 


Per cent Increase 
Over March, 1960 
Tires 201.8% 67% 
Batteries 89.8% 12% 
Accessories 125.9% 154% 


Motor oil 91.0% 68% 
INCENTIVE BONUSES PAID TO EMPLOYES 


Weekly 
Salary 


Extra 5% For 
March, 1961 


Extra 5% For 
April, 1961 


$70 

60 

60 

D(part time) 55 


E 55 


TOTALS $247.67 


41.85 


$79.30 $47.18 


48.61 22.16 

56.80 41.05 

21,11 31.359 
160.85 


$302.61 


A TBA Incentive Plan Pays Off 


Here's a packaged plan that brought a big increase in TBA business 
for one dealer who tried it, along with his own 5% commission plan 


A PACKAGED INCENTIVE PROGRAM for station 
employes sparked a big sales increase for a 
typical American Oil dealer the first time he tried 
it. 


The dealer is Oleph Gier, who has been operat- 
ing a station for Standard Oil Division of Amer- 
ican Oil at Eldon, Mo., since 1958. 

Eldon is a small resort town in the Ozark area, 
with a population of 3,148. Gier gets his share of 
tourist gallonage but what he really wanted was 
a bigger cut of the local trade, particularly the 
high-profit TBA business. 

So when Kenneth Anderson of Standard’s dis- 
trict office came around with a new monthly “Tip 
Top” merchandise-incentive program, Gier grab- 
bed it. He combined the merchandise plan with 
a 5% commission-incentive plan of his own. The 
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result was that sales in two months last spring, 
compared with the previous year, showed great 
increases. 

Dollar totals of TBA sales only for the two 
months ran slightly over $9,700. As is so often 
the case, the extra hustle pulled gasoline gallon- 
age up, too. The rise was 36.7% for March and 
21.4% for April. 

In addition to his 5% cash commissions, the 
cost to Gier for the Tip Top program is $44.42 
every two months. The program is tailored to fit 
any size operation, featuring one merchandise prize 
monthly for small stations up to three employes; 
two prizes a month for four to six employes; and 
three prizes a month for seven employes or more. 

An incentive kit is sent to the dealer every two 
months. The kit contains not only the prizes, but 





Oleph Gier’s Standard 
station, at Eldon, Mo., 
gained 201% in tire sales 
the first month it used 
the TBA incentive plan 


(Begins on page 153) 

also a complete package of merchandising aids. 
The supplementary materials, including printed 
matter, buttons, and charts to record standings, are 
designed as ready-made aids for the dealer to use 
in keeping up interest in the program among his 
men. 

The Tip Top program was developed for 
Standard Oil by Maritz Inc. of St. Louis. Duane 
C. Christensen, assistant manager of creative serv- 
ices, estimates the cost to dealers averages 20¢ or 
less per employe per day. 


How Gier’s Plan Works 


At the start of each month, Gier sets an objec- 
tive for each of his men in the form of a minimum 
sales volume he must meet before he earns any 
commissions. Gier takes care to keep the quotas 
reasonable enough so that everybody can earn 
something. His men drew extra amounts as large 
as $160 in March and April (see table, p. 153). 

Each man has a number on the cash register. 
Gier runs a tape each day and posts the sales for 
each man on a chart that comes with his Tip Top 
kit. He meets with his men once a month at his 
home or at nearby lake resort for a fish fry. 

The monthly meetings afford a chance to pass 
out the commission checks, talk over new ideas 


a ich\ Wage Pi 
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supplied in the Tip Top kit, sales material sup- 
plied by Standard Oil, product changes and other 
problems. But the rule is: only one hour for 
business. 

In addition to the merchandise prizes for the 
top men for the month, Gier sometimes adds a 
bonus in the form of a trip to St. Louis to see the 
Cardinals play or to see a top-flight basketball 
game. 

Typical merchandise prizes include a Shake- 
speare fishing outfit, a %-in. electric drill, a Mc- 
Graw-Edison power saw, a Jefferson suspense 
clock, and a General Electric radio. 


Gier estimates he spends about 10 to 15 min- 
utes a day on accounting work connected with 
the program, aided by the forms supplied with 
the Tip Top kit. 

Main object of the Tip Top program is to get 
more sales from driveway salesmen, says Maritz’s 
Christensen. They make 80% of the contacts in 
the average station, he says. 

Since the first kits went out in March, upwards 
of 1,000 dealers, mostly at larger-volume stations, 
have become participants, Maritz reports. 

The name, Tip Top, has a hidden meaning. 
“Tip” stands for “To Increase Profits”; “Top” 
stands for “Talk Our Products.” Ld 
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ONE YEAR MAINTENANCE COST: Only $.65 per $1000 invested 


? 


eS _ 
It Pays to Depend on Submersible \— RED JACKET 
Pumping Experts for the Best in 3 
Remote Petroleum Pumps ms 


When maintenance expense is kept as low as this, pe- 
1959 MAINTENANCE RECORD troleum marketing profits are bigger. This company 
enjoyed even further maintenance savings because the 
vibration-free Red Jacket ‘“‘Extracta’’ Pumps didn’t 
disturb the sensitive dispenser metering and com- 
puting equipment. 

Performance like this can be expected of Red Jacket 
submersible petroleum pumps. Over ten years experi- 
ence in designing and manufacturing water well and 
petroleum submersible pumps is combined with the 

“Company name on request specialized problems of petroleum marketing to pro- 
er ee duce the proper pumping efficiency with low cost, 
sends ileal euatenets waste trouble-free operation. Pumps are also available with 
like to know that these same units inlet fitted for floating suction service. There’s a size 
can pump many petro-chemical for every marketing need, too. Seven sizes from 14 to 
solvents from underground tanks. 5 hp will provide pumping capacities to 250 gpm, 

heads to 125 feet. For complete details about Red 
Jacket submersible petroleum pumps, contact your 
nearest Red Jacket representative. 


For one Company* 


®@ No. pumps owned: 4000 

®@ Sizes: 4 and % hp 

® Average age: 2 years 

® Repair parts in 1959: $150 

® Replacement units in 1959: $500 
® Cost per $1000 invested: $.65 





— 
Contact your nearest RED JACKET REPRESENTATIVE for complete information 


taser 


RED JACKET MANUFACTURING COMPANY 
PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 
Charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Rd. « Chicago 31, Illinois, E. L. “Al’’ Marshall, 6695 N. North- 


west Highway « Dallas 31, Texas, R. M. “‘Mac" Crowder, 6811 Colfax Dr. » Denver 4, Colorado, E. P. “Ted” Muller, 1010 
Yuma St. « Des Moines 9, lowa, Ken Henss, 511 S. W. Ninth St. « Detroit 27, — Robert B. Cox, 12250 Coyle Ave. « 





Hamilton, Ohio, C. E. “‘Red’’ Weaver, 4223 Cincinnati-Brookville Rd. + | P « , Gardner Udell, 3820 College 
Ave. « Kansas City, Missouri, R. L. Faubion, Sr., 2525 S. W. Boulevard « Los Angeles, California, A. R. Sedgebeer, 2707 
S. Hill St. « Mi polis, Mi ta, E. “Al’’ Zahl, 1516 So. 5th St. * New Orleans 17, Louisiana, Joe R. Mooney, 2704 
St. Claude Ave. P.O. Box 3294 « New York 36, N. Y., Henry D. Fairlie, 15 West 44th St. « Phoenix, Arizona, Lee Vaughan, 
3111 N. 34th Place + Pittsburgh 32, Pennsylvania, John F. Young, 235-37 Spahr St. + Portland, Oregon, George Mathews. 
325 N. E. 20th Ave. * San Francisco 3, California, R. E. Sanderson, 221 11th St. « St. Louis 3, Missouri, E. A. “Ted” 
North e106 tele ae St. « Seattle, Washington, Tom Baumgartner, 2927 First Ave. + Spokane, Washington, Don Buster, 
° elena St. 
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AT LOCKHEED A/R TERMINAL, INC. 





Long journeys begin with a few feet of H-R hose 


Lockheed Air Terminal, Inc., is a private enterprise venture. 
Unlike most other large airports, it has to make a profit. At 
the same time it must provide the utmost in safe and 
efficient facilities. 

For this reason Lockheed Air Terminal depends exclusively 
upon Hewitt-Robins Aviation Hose for its aircraft fueling. 
For example, more than 2,000,000 gallons a month of both 
AV turbine, and JP fuels pump through H-R hose at Lock- 
heed Air Terminal, Burbank. Both pit refueling and mobile 
units, such as the modern 8,000 gallon capacity, 800 gpm 
unit shown above, are used. 

Lockheed also handles contract refueling at San Diego, San 
Francisco, Portland, Honolulu, Palmdale, and fuel storage 
handling at Chicago’s O’Hare Field. 

The same H-R hose strength and durability that Lockheed 
depends on can be put to work for your aircraft fueling... 
gas station .. . fuel oil . .. and other marketing hose needs. 
Write Hewitt-Robins, Stamford, Connecticut. 


@ HEWITT-ROBINS 
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H-R AVIATION HOSE 


Cover—impervious to oil, gas, sunlight . . . flexible 
at sub-zero temperatures . . . tough and abrasion- 
resistant. 


Carcass— 

triple braided of 

multiple end rayon cord 

to prevent contraction 

and expansion in service. 

Tube —withstands all grades of AV turbine, and 


JP fuels. Will not harden or crack in wet service... 
remains flexible at all temperatures. 





Conveyor Machinery and Beiting + PowerT 
Hose + Vibrating Equipment + Engineering: 
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Talking TBA 


Tires at Tidewater ... 
Seat belts at Socal... 
Spark plugs in the open 


TIDEWATER’S~_ western division 
added a new premium tire to its TBA 
line last year, and the organization 
went to town with 
it. Of course the 
company did 
something oil 
companies rarely 
do — backed the 
new tire with 
some vigorous 
regional and local 
advertising to con- 

sumers. 
By That, combined 
Frank C. Sturtevant with an enthusi- 
astic push by the dealers and the sales 
department, gave the new tire a signifi- 
cant share of total sales, well above 
the industry average for the premium 

bracket. 

Results turned out so well that the 
eastern division was inspired to start 
selling the premium tire last month. 
At the same time the eastern line has 
been expanded by the addition of a 
new third-line tire. And the whole 
tire line is now nylon exclusively. 


PWe like the phrase used by Cham- 
pion Spark Plug to describe the ac- 
cessibility of spark plugs that’s a 
feature of virtually all of the new 
compact cars. “The plugs are sitting 
there in the open like little dollar 
signs,” says Champion. 

After registering perennial objec- 
tions to the well-hidden plugs of other 
years, the oil industry might now 
spare a word of appreciation to the 
motor-car makers for this welcome 
change. 

What’s more to the point, TBA 
men should pass on to dealers Cham- 
pion’s good advice. Champion points 
out that compact owners are more 
conscious of gasoline economy and 
more likely to go for the suggestion 
that new plugs boost mileage. 


©The second publicity crusade for 
seat belts continues in high gear with 
endorsements by public figures and 
civic groups. As a result one oil com- 
pany, Standard of California, has 
decided to help out by adding seat 
belts to its TBA line. 

The seat belts that will be offered 
for sale through Chevron outlets prob- 
ably will not carry the Atlas brand. 


But you can take it for granted that 
the people at Atlas headquarters have 
been working on it, and it would 
surprise no one if the other Atlas 
licensees give belts a try. 


Skelly becomes the first oil com- 
pany to guarantee radiator protection 
for a full 12 months instead of just 
for the winter months. And Skelly is 
also continuing its guaranteed-start- 
ing program. 

Conoco again offers its own Con- 
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oco permanent-type antifreeze and 
also carries the complete Dupont and 
Prestone lines. 

Phillips becomes the first oil com- 
pany to take on Dow’s full-fill coolant 
on a private-brand basis. 

In spite of the highly disturbed 
state of the wholesale antifreeze mar- 
ket, oil-marketing companies seem 
confident that sales and service on 
the retail front will still get profitable 
business at good prices. Many com- 
panies are expanding their lines. 
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“‘lt’s a cinch for me, ALONE, 
to load several tank cars 


or trucks ... at the 


same time with 


OILCO AUTOMATIC 





BALANCED LIQUID 


LOADING ASSEMBLIES 


LOADING LINE 
AUTOMATIC CONTROL 
VALVE 





They’re FAST ... 
SAFE . . . Eliminates 


Costly Spillage . . . Vapor Loss 


Perfected by OILCO, originators of Bal- 
anced Loading Assemblies, to Increase 
Your Profits . . . Lower Your Costs, these 
units give continuously dependable, ac- 
curate automatic performance. As an 
added safety factor, the automatic as- 
sembly valve can be manually operated 
at any time. 


Write TODAY for full details on OILCO’s 
complete line of AUTOMATIC Balanced 
Loading Assemblies . . . all Custom-Built 
to Individual Requirements. 


OIL EQUIPMENT 
MANUFACTURING CO., INC. 
3100 Vermont Ave., Louisville 11, Ky. 


Representatives in all leading cities, U. S. and Canada. 


October, 1961 * NATIONAL PETROLEUM NEWS 





REGULAR 


é 


—as, 


PER Galt 
oN 


Here's a Computer You Can See 


Making the computer dial highly visible to a customer in his car is 


working well, as this story about Bowser’s remote indicators shows 


NEW IDEA in retail gasoline-dispensing systems 
—with the computer dials big and conspicuous 
—is winning approval. Its use may spread. 


Bowser’s new system has been in continuous op- 
eration for the past six months at a Wake Up station 
in Fort Wayne, Ind. Customers apparently like the 
remote-mounted computer dials. 

Gallonage is reported good, and the station’s op- 
erator says he finds the system remarkably trouble- 
free. 

Other installations are expected to appear before 
long in California, Florida, and elsewhere in In- 
diana. Both jobbers and major companies will be 
among the early users. 


How it Works 


The key feature of the system is the separation of 
the computer from the dispensing hose. The Bowser 
computer can be located almost anywhere, because 
it’s actuated by electrical impulses from the meter. 

Up to now, virtually all gasoline-dispensing 
pumps have been built with computers mounted 
immediately above the meters and mechanically 


actuated by them. One recent exception is the spe- 
cially built Wayne dispensing pump installed in 
several Canadian Tire Corp. stations in Toronto 
(see p 127). 


Another possible exception is the British De- 
Havilland Autovista dispenser system scheduled for 
use in several British Petroleum stations, but not 
on the market here. (NPN—RMarch p 140). 


Because the Bowser computer is electrically con- 
nected, it can be switched from one dispensing ped- 
estal to another. Thus, at the Wake Up station the 
same computer is used to record either regular or 
full line premium gasoline. 


Two dispensers are mounted at the center of the 
Wake Up island, one for regular and one for premi- 
um. They are supplied by a remote pumping system 
consisting of Red Jacket % hp submersible pumps 
located in the underground tanks. 


The dispensers are both dual units. Each houses 
two positive-displacement meters, with transducers 
connected to solenoid control valves and to the hose 
on either side. This enables it to serve two cars sim- 
ultaneously, one on either side of the island. 
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Preset knob (above) can determine amount deliv- 
ered by either gallonage or dollars. One dispenser 
(right) is for premium, one regular; any of four 
computer dials at the island can be used with either 
grade, or with a third if necessary 


As product flows through a meter, it generates 
electrical impulses that are transmitted by wire to 
the computer and the indicator dials. Four indica- 
tors, two at each end of the island, are hung on 
outrigger booms. 

Everything about the computer dials is designed 
to make the figures highly legible to the customer 
seated in his car. Instead of being parallel to the is- 
land, the indicator dials are turned diagonally to 
give the customer a better view. 


No matter which way the car draws up to the is- 
land, some one of the four indicators will be facing 
the driver. All are mounted far enough from the dis- 
penser hose so as to be out in front of the longest 
cars. 

In addition all figures are approximately twice the 
size of those generally used on conventional com- 
puter dials. 


There’s also a preset control switch for each hose 
in the form of a round knob on the side of the 
pedestal, placed where it acts as a nozzle support. 
The knob is a rotating dial with markings for select- 
ing delivery amounts of $1, $2, $3, $4, or $5; or for 
one or five gallons. 
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Turning the dial clears the indicator to zero; turns 
on the remote pump; opens the solenoid control 
valve; and at the same time hooks in circuit the 
computer and both indicators on the side of the 
island served by the hose. 


The selector switch is entirely interlocked so that 
only one delivery at a time can be made and 
registered on the indicators. 


Each hose is fitted with an automatic shutoff noz- 
zle with hold-open latch. These serve a double pur- 
pose. For the customer who asks for a full tank, the 
nozzle automatically stops the flow when the tank is 
full. 

For the customer who asks for a specific amount 
of gasoline in dollars or gallons, but overestimates 
how much his tank can take, the nozzle prevents 
flowing over. 

Bowser Officials say the Bomelco system is by no 
means restricted to conventional service-station lay- 
outs. Bomelco means Bowser Modular Electronic 
Computer system of fuel dispensing. 

The system’s built-in flexibility, says the Bowser 
people, should give designers free scope in the ap- 
plication of new ideas to station layouts. . 





WITH EACH CASE 
OF TUNG-SOL (4m. 
HEADLAMPS Be isi 


PLASTIC 


@ HEAT SEALED, STITCH- 
REINFORCED SEAMS 


@ SLASH POCKET HOLES 
@ ARM VENTS 


@ STYLISH RAGLAN 
SLEEVES 


@ SNAP FASTENERS 


@ SMART TRANSPARENT 
GREY COLOR 


@ PERFECT FOR DRESS OR 
WORK 


@ AVAILABLE IN MEDIUM 
AND LARGE SIZES 


@ MADE IN U.S.A. 


ANY TYPE: 
4001 - 4002 +» 4005 
6006 + 6012 + 6013 


CONVENIENT CARRYING CASE 


See your supplier for details 
OFFER LIMITED— ORDER NOW 


t. T U k t E Ss 0 [ AUTOMOTIVE PRODUCTS DIVISION 
TUNG-SOL ELECTRIC INC., newark 4, N.J. 
160 
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Why Put Ticket 
Imprinters @4 


in Trucks? | 


Getting the correct information 
printed right on the customer's 
ticket streamlines accounting. 
Ohio Oil is doing it this way 


UTTING TICKET imorinters in the cabs of fuel-oil 

delivery trucks is providing Marathon distribu- 

tors a fast, efficient method of recording deliveries 
to customers. 


For nearly two years now—one year in test and 
another in general use throughout the six Midwest- 
ern states of Ohio Oil’s marketing area—Marathon 
tank-truck salesmen have been using the imprinters. 
They say they’re working out very well. 


The imprinter is mounted in the cab of each 
truck along with a Rolodex file containing all 
customers’ plastic plates. The Addressograph plates 
resemble the familiar credit cards, though they per- 
form an accounting function only and have no rela- 
tion to credit. 


What the Imprinter Does 

With this system, every imprinted sales ticket, 
whether cash or charge, includes all essential infor- 
mation. The ticket shows the customer’s name, 
address, code number and classification, the bulk 
plant and marketing-zone office number, date of 
delivery, and the distributor’s name and number. 
The distributor need only write in the gallonage and 
price. 

A combination mounting, fabricated locally, holds 
both the imprinter and the Rolodex file. It consists 
primarily of a metal post bolted to the cab floor and 
braced with two struts bolted to the dash. The file 
box rests on a board anchored to the imprinter post. 

The idea of carrying imprinters in the distribu- 
tors’ trucks was adapted from a similar plan already 
used by Ohio Oil on its own tank trucks operating 
out of salaried bulk plants and terminals. The 
whole imprinter system grew out of the need for 
new procedures to tie in with the company’s rapidly 
expanding data-processing and accounting systems. 


Who Gains? 
Although the system was developed primarily as 
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Driver uses customer-information plates from file to print 
correct data on an account's ticket 


an accounting aid for Ohio Oil, the imprinters get 
a favorable vote from the distributors on other 
grounds. Some typical comments: “The imprinter is 
a great improvement over the handwritten type 
ticket”; “A time saver”; “We are proud of the im- 
printer service.” 

One man went into detail to explain what the im- 
printer does for him: “I have my plates arranged by 
routes. When delivery is made, the plate is placed 
in the imprinter, stamped and removed. Total time 
—10 seconds. All copies are plainly printed with 
the customer’s name, address, date and other neces- 
sary information. 

“It would be impossible for me to do all this in 
10 seconds without the imprinter. I think the im- 
printer is great—thanks for making it available.” 

As a further aid to distributors, Ohio Oil plans 
next to give them sets of addressed envelopes and 
cards for direct-mail programs. Gallonage informa- 
tion for customers’ tax purposes is already being 
provided. 

“Anything that helps our distributors and our 
customers, helps us,” says Karl E. Weick, super- 
visor of distributor sales. S 








THE 
NEW 
AMERICAN 





RECREATION EXPLOSION 


When the new American isn’t hard at work, he’s busy having fun. 

He’s off to skin dive or play golf or water ski—or to do any 
of a thousand-and-one other things. He likes his leisure lively. 

He doesn’t care how far he has to go to find his favorite 
recreation. His car takes care of that. He just packs up his family 
and gear—and goes. 

At the American Oil Company, we're known for petroleum 
products and service that help put more pleasure in his going. 
Our company was formed from three great regional petroleum 
companies who know what motorists in their areas need and want. 

And we are always looking for new ways to improve our 
products and service. The output of our refineries is precisely 
planned by electronic computers. They help us tailor the gasoline 
to fit exactly the climate and altitude of every part of the country. 
These computers make the right decisions with a speed and 


accuracy totally impractical by any other known method. 


You expect more from American—and you get it! 
AMERICAN OIL COMPANY 
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WHAT’S 
NEW 
IN 
EQUIPMENT 





Truck faucets 


. in a new series of 2-in., 3-in., and 
4-in. sizes offers a choice of outlets for 
variety of connections. Illustration above 
shows a Kamlok adaptor. Other styles in- 
clude flanged inlets, male-threaded out- 
lets, and outlets at 22% deg. and 65 
deg. below horizontal. Outlets can be 
switched from threaded to Kamlok adap- 
tor without replacing entire valve. OPW 
Div. of Dover Corp., 2735 Colerain Ave., 
Cincinnati 25, Ohio. 


Electric pulser 


. and transmitter is designed as a 
meter-driven accessory to operate various 
types of electrical equipment in direct 
proportion to meter thruput. Ralph N. 
Brodie Co., San Leandro, Cal. 


Curb sign 


. is a 7%4-ft. high, 3-panel, multipur- 
pose sign said to have great wind re- 
sistance because the two top panels are 
free-swinging. Provides two panels for 
dealer use in addition to one for sup- 
plier’s message. Stout Sign Co., 6425 
Florissant, St. Louis 20, Mo. 
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Fleet pumps 


: inciude optional ticket-printer 
models with double interlock to prevent 
starting before resetting register. New 
Fleetmaster line offers standard and 
heavy-duty, self-contained or remote 
models all with 14-ft. hose reach. Adv. 
Dept., Bennett Pump Div., John Wood 
Co., Muskegon, Mich. 


Cartric’~2 seal 


. is a new design for the E-Zee Loader 
disposable grease-gun cartridge. Consists 
of a lamination of mylar polyester film 
and aluminum foil used as a recessed 
inner circle in the metal bottom of the 
cartridge. Result is claimed to be a 
strong, leakproof closure that withstands 
rough handling, but that can be readily 
removed as needed. R. C. Can Co. 9430 
Page Blvd., St. Louis 32, Mo. 


Mercury floodlights 


. in a new Maxibeam line offer either 
wide, horizontal spread or narrow, svot 
beams. Ribbed-lens models are designed 
for service-station approach lighting; 
plain-lens, narrow-beam models offer 
long-distance floodlighting. One catalog 
number includes lamp and ballast. Petelco 
Inc., 1134 N. Kostner Ave., Chicago 51, 
Til. 


Lightweight pump 

...iS a compact, high-capacity, aluminum 
unit for either bulk-plant or tank-truck 
service. Weighs 110 lbs., capacity is 345 
gpm at 900 rpm. The Fig. 3638 pump 
features a_ pilot-operated relief valve 
that’s simple to adjust and needs no extra 
space. It’s said to be unaffected by speed 
or change of flow rate. Rotates in either 
direction and can be mounted in any 
position. Roper Hydraulics Inc., Com- 
merce, Ga. 
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Fluid Concentrates - 
Powdered : 


FOR USE IN 
Gasolines, Jet Fuels, Diesel Fuels, Fuel 


GEORGIA 


Gashoy runes 


Forevery size consumer- 
commercial account. 


MECO, INC. 
311 Stiles Ave. 
Savannah, Georgia 


NEW JERSEY 











Big PRICE SIGN 


OF 


DURABLE 
PLASTIC 


ON YOUR 

GAS 
PUMP... sain 
WILL GUIDE CUSTOMERS 
TO THE GAS THEY WANT 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


PENNSYLVANIA 


————__ 
= 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 

















Truck 
Meters 


positive accuracy 
low maintenance cost 
unequalled life expectancy 


i coe ds 


oe 
New, improved measuring chamber design plus 
greater versatility in mounting and installation 
capabilities make GRANCO truck meters the 
outstanding answer to fast flow operations for today’s 
progressive fuel-oil industry. 
Positive displacement rotary principle, free from 
pulsation and reciprocating parts, provides 
smooth non-pulsating flow. Low pressure drop 
eliminates friction, minimizes wear, saves 
maintenance costs. Self purging meter chamber and 
dual-centered 5 blade action, perfectly balanced 
on a center shaft, assures uniform accuracy, 
trouble free performance. 
Sizes: 144” to 4” for flows of 40 GPM to 500 GPM. 


TRUCK PUMPS 
Rotary Type, Positive Displacement 
Here is the outstanding line that provides Jow 
initial cost, low operating cost, and low maintenance 
with high volumetric efficiency that enables a 
smaller Granco pump to do the job of a much 
jarger ordinary one. 
Get all the facts on Granco Truck Meters and Pumps 
— write to 


GRANCO PRODUCTS DIVISION | 


2977 MAIN STREET, BUFFALO 14, NEW YORK 
7308 67TH ST., OAKLAND 8, CALIFORNIA 


SALES AND SERVICE REPRESENTATIVES THROUGHOUT THE NATION 





Equipment 








ERED, 


Wayne Bennett 


New 52-in. pump 


. features upper panels of chromium 
plate with matching stainless-steel sides 
and top. Enameled lower panels can be 
stripped and sprayed in the pump shop. 
Pump is lighted by two cool-white fluo- 
rescent tubes. Hose on the S-52 is cable- 
suspended from the upper part of the 
pump providing a reach of 14 ft. to noz- 
zle tip. Gilbert & Barker Mfg. Co., W. 
Springfield, Mass. 


Blending pump 


. for marine service dispenses either 
straight gasoline or any of eight grades 
of blended gasoline and oil. Gallonage 
and price totals are automatically com- 
puted. Wayne Pump Co., division of Sy- 
mington Wayne Corp., Salisbury, Md. 


Lighted pump 


. is latest in a line of low-silhouette 
dispensers, designed for stations that 
require accent lighting spotted near 
ground level. Model 440 is lighted in- 
ternally by 24-in. fluorescent tubes that 
bathe dials in light bright enough to draw 
motorists’ attention. Wayne Pump Co., 
Salisbury, Md. 


Farm pump 


. is a compact, low-profile model only 
40-in. high with a capacity of 12 gpm. 
Series 58 Fleet Jr. offers accurate control 
of fuel costs and convenient fuel transfer 
for farms, estates, factories, and boat 
docks. Bennett Pump Div., Advertising 
Dept., John Wood Co., Muskegon, Mich. 
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now... 
save 
90% 
more 
of your 
time 
in 
checking 
bulk 
tank 
levels! 




































































ae Simplex makes it 
easier ... faster! 


SIMPLEX TYPE GAUGES WITH | 
EXCLUSIVE NEW VAPOR SEAL 


°o 
= 
w 
« 
° 
- 

~ 

* 
4 


_@ Eliminate danger, inaccuracy, wasted time 
-@ Eliminate run-ways, crawling over tanks 
e Eliminate opening man hole or vents 
Losses due to: ‘shortages, | leaks and evaporation 
. all are licked when your tanks have the new 
—L 4 Sintples Gauges! Direct float action. is.correct 
Sto hac ‘ to within 1/32 of an inch. Takes only. 1/10 of 
former time required to ‘gatige' the tank! Get 
the best for your tanks . . get Morrison 
Simplex Gauges. Learn more about this great 
new timesaver! Mail the convenient Eoupon 
.. get complete, information and pricing: 
Do it today! 


nd SIDE EL VATION 


MAIL THIS COUPON FOR COMPLETE INFORMATION — 


Mr. Bill Ziepprecht 
Morrison Bros. Co. 
Dubuque, lowa 


Send me complete information on the Simplex Tank Gauge. 





(Name) 





(Street) 








(City) ~ (zone) (State) 
MORRISON BROS. CoO. 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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Money-making Ignition 
Servicing depends on 
having replacement 
parts on hand. 
Completely re-styled 
merchandising 
Cabinets .. . hold ail 
the ignition parts you 
need. They sell your 
ignition service 24 
hours-a-day. Every 
NIEHOFF assortment 
includes a Free Gift 
Pack that more 

than covers the cost 
of the Cabinet. 

Each Cabinet can be 
locked, features 
streamlined stock 
control—can be hung 
on wall or placed on 
modern legs. Service 
stocks are of the 
fastest turn-over items 
selected to give you 
quick return on 

your investment, 
you’re BEST OFF 

with NIEHOFF! 


STOP 


THE COMPLETE LINE OF NIEHOFF IGNITION, PARTS AND 
NG EQUIPMENT AT YOUR NIEHOFF JOBBER TODAY! 


AUTOMOTIVE PRODUCTS 
C. E. NIEHOFF & CO. 


4925 W. Lawrence Ave., Chicago 30, Illinois 


1330 W. Olympic Bivd., Los Angeles 15, Calif 


Profitable ignition 
servicing is assured 
with this new quality- 
built NIEHOFF Ignition 
Testing Equipment. All 
new, all the way 
through . . . from the: 
sleek and durable 
outside to built-in 
accuracy inside... 
easy-to-read dials . . 
simple controls’. . . 
compact . ... convenient 
handles . . . long, 
trouble-free perform- 
ance. You buy only 
elements you need to 
meet your require- 
ments ... and they’re 
reasonably priced too! 
Investigate today .. . 
see why you're BEST 
OFF with NIEHOFF! 


| 
| 
New T-45 Ignition | 


Efficiency Tester L “ 


New T-40 Voltage 


Regulator Tester a 


- 


SEE THE COMPLETF LINE OF NIEHOFF IGNITION PART 
TESTING EQUIPMENT AT YOUR NIEHOFF BBER T 


AUTOMOTIVE PRODUCTS 
C. E. NIEHOFF & CO 


N..Lawrence Ave., Ct af | 


Branch: 1330 W. Olympic Blvd., Los Angel 
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Equipment 


are you 
| buying... 


Prefab vendhouse 
. . . Shelters automatic vending machines. 

Four sliding and one hinged door of 

glass and aluminum; insulated curtain- 

wall panels; electrically heated; size, 16 
x 8 x 10; price $1,500. Triple-A Mfg. 

Co., 111 Manville Rd., Scarborough, Ont. 

Tank heater 

.. . that weighs 170 Ibs. can be carried th 

by two men and will pass through an e new 
API 20-in. manhole. It can be installed 

in new or existing tanks either singly COMPCO 
or in banks. Dimensions and complete 

rating data from Griscom-Russell Co., 


185 Wetmore Ave., Massillon, Ohio Ga nt | ever 





Attention getting ---- 
Profit making 





Are you getting every dollar's worth 

of lighting for your lighting dollar? 
You can with Compco Cantilever 
lights! They provide highly efficient 
“working” light on a vertical plane 
around pump islands... plus Shadow- 
free glareless illumination on a hori- 

Towel dispenser ye} zontal plane. For further information, 

vas has a new control device that con- . see your area representative or write 

sists of a spring-loaded flap that must be 

held down with one hand while a towel ~ _ eam for details. 

is withdrawn with the other. Said to ef- 

fectively discourage waste. Crown Zeller- 


bach Corp., One Bush St., San Francisco, 
Calif. 


Two-way radio 


... IN a new, compact, low-price version 
includes both 50-wait and 25-watt mod- ; 
els for use in the 25-54 megacycle band. ; 


Price of the 50-watt Transicom Type 


125-A is $449; the Type 126-A, 25-watt Zs CORPORATION 





is $395. Mobile Radio Sales Dept., Allen < 
B. Dumont Laboratories, Div. of Fair- a 1800 N. Spaulding ° Chicago 47, Illinois 


child Camera and Instrument Corp., 
Clifton, N.J. 
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Inserting a credit card in device on the pump lets a customer pump gasoline for 
himself; the device keeps a record of the transaction and gives him a receipt 


Credit Cards Can Actuate It 


A SELF-SERVICE gasoline pump 
that can be actuated by either 
credit cards or coins may be al- 
most here. 

A patent for a device that can 
be mounted on existing pumps to 
convert them to self-service pumps 
has been issued. But arrangements 
for manufacture of the device have 
not be completed. 

What it does—with the device, 
service stations could let customers 
buy gasoline at night, or at other 
times when the station is closed. 
(For a report on a coin-operated, 
self-service station in Pennsylvania, 
see p 19.) 

Any necessary changes in credit 
cards, such as additional codings, 
could be made by oil companies 
when the cards are normally re- 
issued. 

Insertion of a credit card per- 
mits the customer to serve himself. 
After delivery, the customer raises 
an operating arm to get his credit 
card and a receipt. A record of the 
sale is retained in the machine for 
billing purposes. 

Coin operation is also provided, 
if desired, either in conjunction 


with credit-card operation, or in 
place of it. Coin-operated gasoline 
pumps, although infrequently used, 
were first developed over 20 years 
ago and have been the subject of 
over 60 patents (NPN—Aug. °57, 
p163). 

How it helps—patentee of this 
unit, Bennett L. Harris, feels that 
oil companies are chiefly interested 
in a dispenser that accepts credit 
cards. In fact he suggests the use 
of his device for attended service, 
using the customer’s card for cred- 
it sales, and attendant’s card for 
cash sales. 

Such a method has the virtue of 
retaining an automatic record of 
each sale, by customer’s name if 
on credit, or by employe’s name 
if for cash. 

Harris believes the cost of his de- 
vice, roughly estimated at around 
$650, can be recovered by a rental 
charge to dealers spread over a 
10-year period. 

Harris is a partner in Harris 
Enterprises, together with Louis 
Jacobson, who was once a Gulf 
dealer. The firm is located at 4 
Stonewall Lane, Mamaroneck, N.Y. 


Double check valve 


... for tank trucks in aircraft service has 
an all-bronze body with grooved ends. 
Valve discs operate in both directions to 
permit fueling and defueling through the 
same line. Available in 2-in. and 2%-in. 
sizes. Philadelphia Valve Co., Aramingo 
Ave. & Ontario St., Philadelphia 34, Pa. 


Low-capacity meter 


. with 40-gpm capacity is suitable for 
use on small delivery trucks, mobile or 
stationary construction equipment, low- 
capacity transfer lines, and similar appli- 
cations. Of compact, single-case con- 
struction, unit can be serviced without 
disturbing line connections. Preset de- 
vice optional. Ralph N. Brodie Co., San 
Leandro, Calif. 


Refuse bin 


. . . provides a neat and orderly storage 
space for empty containers, old batteries, 
mufflers, tires. Exterior provides natural 
poster space. White baked-enamel finish 
on rustproof steel. Height is 7'3”; width, 
8'9”; depth, 2'442”; price, $225. Triple- 
A Mfg. Co., 111 Manville Rd., Scarbo- 
rough, Ont., Canada 


Hose tool kit 


. . . has been designed by the manufac- 
turer for inserting OPW Kamlok cou- 
plers into hose. Consists of a mandrel 
to be inserted into the hose together 
with a steel lead screw. A threaded alu- 
minum lever handle and an aluminum 
pusher plate, turning from the outer end 
of the long lead screw, drives the Kam- 
lok shank into place. OPW Div. of 
Dover Corp., 2735 Colerain Ave., Cin- 
cinnati, 25, Ohio. 
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Lightweight manifold 


... features new aluminum faucets flang- 
ed to the manifold to eliminate the 
weight of the faucet body. Each faucet 
has 13% sq. in. of open area through the 
seat to provide maximum flow ate. 
Wheaton Type 480-AY is also available 
for discharging one compartment at a 
time, as is required in some states. 
Wheaton Brass Works, Springfield, Rd., 
Union, N.J. 


Outdoor fixture 


. is a new unit holding 6 ultra-high- 
output, 1,500-MA lamps in a housing 
only 3%-in. high. Furnished in 4-ft., 6- 
ft. and 8-ft. lengths and also available in 
4-lamp models. Guardian Light Co., 
Dept. NN, 500 N. Blvd., Oak Park, Ill. 


Truck seat 


. . . features a new tilt mechanism said 
to allow adjustment to 75 positions. 
Simple control can be easily and safely 
opcrated even while truck is in motion. 
Positive lock can’t jump out of position. 
American Metal Products Co., 5959 Lins- 
dale Ave., Detroit 4, Mich. 


Medium-speed meters 


. . are available in two new models for 
aircraft-refueling trucks and hose carts. 
Both have a capacity of 425 gpm at 150 
psi. B-70C has 4-in. Victaulic connec- 
tions and two outlets; B-72B has inlet 
and outlet connections in line. Ralph N. 
Brodie Co., San Leandro, Calif. 


Service stands 


. . . for heavy-truck repair work require 
only 2 sq. ft. of floor space and can be 
easily wheeled from one location to an- 
other. Saddles atop adjusting screws pre- 
vent vehicle slippage. Weaver Mfg. Div., 
Dura Corp., 2100 S. 9th St., Springfield, 
Il. 


Tank vents 


... have aluminum weatherhoods attach- 
ed to the vent body with fusible alloy 
that permits the weatherhood to drop 
free in case of fire. Discharge is then 
horizontal preventing flame contact with 
tank structure. The Protectoseal Co., 
1920 S. Western Ave., Chicago 8, Ill. 


Hose swivel 


. permits both hose and nozzle on 
service-station gasoline pumps to swivel 
360 deg. and to swing laterally 180 deg. 
Assumes natural position automatically 
eliminating hose tension regarless of 
nozzle position. Available with or with- 
out check valve. Tokheim Corp., 1602 
Wabash Ave., Ft. Wayne, Ind. 
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Equipment 


Lube drain 

. is an all-purpose unit available in 
two units. One has a 5-gal. container 
and telescopic tube that adjusts from 38 
in. to 72 in. The other is designed for 
use with empty 100-lb. or 120-Ilb. drums 
and has a funnel that can be raised or 
lowered from 37 in. to 60 in. K-P Mfg. 
Co., 1226 Linden Ave., Minneapolis 3, 
Minn. 


Filter monitor 


. . is an extra protection against con- 
taminated fuel entering a plane during 
refueling. It is a wire-cloth filter that 
attaches to underwing nozzles. Removes 
particles of 25 micron size or larger. 
Parker Aircraft Co., 5827 W. Century 
Blvd., Los Angeles 45, Calif. 


FLUSH! 


Right now is the best time to stock up 
on Mac’s Cooling System Cleanser, the heavy 
duty radiator clean-out, and Mac’s Fast 
Flush, the ten-minute cleanser that cleans 
your customers’ cooling systems while they 
drive. Before you put in anti-freeze, give 
’em a winning flush with Mac’s. And get set 
for bigger and better sales. It’s your deal! 


MAC’S SUPER GLOSS CO., INC. 


LOS ANGELES 42 e CINCINNATI 26 





why: 


Why struggle along on slim profit margins? Why not be one of the leading tire 
dealers in your trading area — with consistently higher profit margins to show 


for your selling efforts? You can when you go Cooper. For Cooper is the supplier 


that offers you the “franchise of opportunity” — the franchise that gives you more, 
helps you more. So why not sell more, profit more with these money-making 


advantages you get from Cooper: 


1 A complete line of quality tires, including the new 
Cooper Lifeliner nylon premium with revolutionary 
super mileage Turbo-Tread. The Lifeliner is priced 
30% lower than most premium tires... delivers as 
many as 10, 15, 20,000 more safe miles. 


New Protective Service Guarantee: For complete 
tread life of tire, regardless of time. For as many as 
36 months, regardless of wear. 


Cooper tire quality and realistic pricing let you meet 
and beat most any competition. 


Consistently higher profit margins at every price level 
let you pocket more dollars on every sale. 


A profitable and easy to operate budget sales plan. 


Top management contacts that are both friendly and 
profitable. You deal with the men who have authority 
to act. 


No Cooper retail stores to take away business that 
should be yours. 


A modern store planning and identification program 
... including free signs and display materials. 


A complete line of free advertising and promotional 
materials. When you go Cooper you get everything 
you need to go ahead. 


National and local advertising support. 


Why not write for complete details about a money- 
making Cooper franchise for your market? Just fill-in 
and mail the coupon that starts you on your way 
to volume tire sales, better profits. No obligation, 
of course. 


Cooper ...the franchise of opportunity 


W. T. Fitzgerald, Field Sales Mgr.— Dept. 118 
Cooper Tire & Rubber Company, Findlay, Ohio 


NPN-061 


Tell me more about the advantages | get with a Cooper franchise. 


1 want to make more money in the tire business. 


Ee ee ae 
i a ee 


Street____ 


* vannigari 8430S 
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Equipment Suppliers . . . 





Mahoning Valley Supply Co., 500 S. 
Green Rd., Cleveland 21, Ohio, is a new 
warehousing distributor for American 
Biltrite Rubber Co.. Boston Woven Hose 
& Rubber Div. 


* 

Rheem Manufacturing Co. has opened 
a new research and technical service cen- 
ter at Linden, N.J. The new center en- 
larges the scope of the company’s study. 
of all phases of design, production and 
use of containers, formerly carried on 
at Chicago. 


Hydromatics Inc., Bloomfield, N. J., 
recently conducted a fire test of its 2-in. 
Flo-Ball valve, made of stainless steel 
with Teflon seats and seals. Test was 
made for a major oil company and ob- 
served by a testing laboratory, which cer- 
tified the valve as “fire safe” at the end 
of the test. 

s 

Lion Uniform Co. has enlarged its 
plant at Williamsburg, Ky., so as to pro- 
vide space for a central warehouse, as 
part of a new warehousing program. 
Under the new plan, between-season fac- 
tory output will be stockpiled at Wil- 
liamsburg and then moved out to branch- 
es in Newark, Dayton, Los Angeles, and 
Atlanta just prior to the spring and fall 
selling seasons. 

e 

Three new active members of the Na- 
tional Assn. of Oil Equipment Jobbers 
are: Bowman Equipment Co. Inc., 811 
York St., Houston 3, Texas; Dallas Pump 
Service Co., 2630 Commerce, Dallas 26, 
Texas; Petroleum Equipment, 8333 Air- 
line Hiway, Baton Rouge 6, La. 

A new associate member is Diamond 
-U Products, 8459 Dearborn Ave., South 
Gate, Calif., manufacturer of tire inflat- 
ors, radiator bibbs, tire gauges, quick air 
couplers, spray guns, valve lappers and 
blow guns. 


* 
Universal C.I.T. Credit Corp. is offer- 
ing a new financing plan for all types of 


service-station equipment. Minimum 
down payment is 10%. Maximum terms 
are 36 months. 

* 


Central Rubber and Supply Co., 30 E. 
Georgia St., Indianapolis, Ind.; and Mod- 
ern Distributors Inc., 309 S. Sth Ave., 
W. Duluth, Minn. are new area sales 
representatives for the Meter and Service- 
Station Equipment Div., A. O. Smith 
Corp., Erie, Pa. 


a 

“Ferrolite 10” is the name of a new, 
lighter, thinner tin plate developed by 
United States Steel Corp., priced 15¢ per 
base box lower than present Ferrolite. 
New product is expected to be widely 
used for motor-oil cans. 

* 








Equipment 


OPW Corp. is inviting present owners 
of OPW and Nelson automatic tire in- 
flators to have them rebuilt at the OPW 
factory, 2735 Colerain Ave., Cincinnati 
25, Ohio. The factory-rebuilt units are 
guaranteed to perform like new inflators. 

° 

A low-cost prefab station has been de- 
signed by Archer Industries Inc. of Louis- 
ville, Ky. Standard of Kentucky is using 
two of the Archer prefabs, one in Louis- 
ville and one in Jacksonville, Fla. A 
former Sinclair vice president, Ernest L. 
Hughes, is now vice president of Archer. 

* 


MALE 


POWER TAKE-OFF PUMP 


Hale Type 6D — Self- 
centrifugal 


priming 


pumps mounted on 
HALE Split-Shaft PTO; 
6” suction and dis- 
capacities in 

U.S. GPM 


charge; 
the 11 


range. Pressures up to 
I. 


150 PS 





Hale Type 4D — Self- 
priming centrifugal 
pumps. Available with 
either 6” or 4” suction. 
Capacities in the 700 
U.S. GPM range. Pres- 
sures up to 150 PSI. 


Hale Type 4D6-CBP — 
Self-priming _centrifu- 
gal pumps complete 
with HALE‘S ear 
speed-increasing drive 
unit. Capacity in the 
700 U.S. GPM range. 


Hale Type CBP—Stand- 
ard centrifugal pumps. 
Available with either 
engine-wise or opposite 
engine-wise rotation. 
Capacity range similar 
to 25D. 


Hale Type 25D—Self 
primin centrifugal 
pumps; 3” suction and 
discharge. Capacity in 
300 U.S. GPM en. 
Suited metallurgically 
for using demineralized 
water. 
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that Serves 
Your Pumping Needs 
Best... 


Now you can move your product better and 
at the lowest possible cost when you pick 
the Hale pump that suits your purposes best. 
The pumps shown are typical of the Hale 
quality power take-off pumps designed for 
the petroleum and associated fields. 


Hale Rotary Gear 
Pumps—Model shown is 
200 U.S. GPM size; for 
other capacities up to 
1200 U.S. GPM, write 
to the Petro-Chemical 
Division of Hale Fire 
Pump Company. 


Hale Model 4DC—An / 
example of the “‘cus- 

tomizing” of a 4D to 

meet customer's special 

requirements. (Dis-, 
charge outlets provide| 
for both front and rear 

hook-up.) 


Send today for new 4-page, illustrated cata- 
log giving full details on the Hale line of 
truck-mounted, power take-off pumps. 


Write to: Petro-Chemical Division 
FIRE PUMP 
Lf COMPANY 
CONSHOHOCKEN, PA. 
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Equipment People . . . 





E. J. McConnell has been named 
product sales manager for the computer- 
product line of Veeder-Root Inc. He 
started with Veeder-Root as a draftsman 
in 1949, later becoming sales engineer, 
engineering analyst, and project en- 
gineer. 

« 

Malcolm C, My- 
ers has been 
named vice presi- 
dent of sales of 
the OPW Div. of 
Dover Corp. My- 
ers started with 
OPW in 1952 as 
a sales engineer. 
He was’ West 
Coast district 
manager from 
1956 to 1959, and 
for the past two 

years has been manager of product en- 
gineering and development. Myers has a 
BSME degree from Purdue University. 


Myers 


» 
John Quilter is the new president of 
Pump and Tank Co. Inc., Richmond, Va. 
He succeeds A, L. Tenser Sr., now 
chairman of the board. A. L. Tenser Jr. 
is vice president and manager of the 
Richmond division; W. L. Davis is vice 
president and manager of the Salem di- 
vision; and J. H. Tenser is secretary- 
treasurer. 
© 
Eugene L. Jackson is the new market- 
ing vice president of Aro Equipment 
Corp. Prior to his promotion he was 
head of Aro’s industrial division. Jackson 
joined Aro in 1944 as assistant sales man- 
ager of the air-tool division, moving up 
successively to sales manager, general 
manager, and engineering administrator. 
* 
Raymond ae 
Boomer has been 
named _ southeast- 
ern factory repre- 
sentative for Han- 
nay hose reels. He 
will specialize in 
sales and service 
of Hannay prod- 
ucts to fuel-oil de- 
livery men. A na- 
tive of Ravena, 
N.Y., Boomer has 
a varied sales and 
merchandising background, most recent- 
ly with Dun and Bradstreet’s Albany 
sales department. He is now located at 
Fayetteville, Ga. 
© 
H. Passel, Esso Standard Div. 
of Humble Oil, represented the Ameri- 
can Petroleum Institute at a recent con- 
ference of the American Standards Assn. 
on underground tank standards. The as- 
sociation has invited 12 trade organiza- 
tions to participate in a committee to 
develop standards for capacities, dimen- 
sions, gages, weights and openings. 
* 
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Clair J. Tracey 

Jr., is now sales 

manager for the 

new northeastern 

region of Black- 

mer Pump Co., 

with headquarters 

in Boston. His area 

consists of the New 

England states, up- 

state New York 

and eastern Cana- 

da.. Tracy served 

in the U. S. Army 

from 1940 to 1945, and was discharged 

as an infantry lieutenant. He attended the 

University of Buffalo and is a member 
of the Engineering Society. 

© 


Changes in the field sales department 
of A. Y. McDonald Manufacturing Co. 
include the following: James R. Pitts, 
4710 Hampshire Court, Midland, Mich., 
now covers the states of Michigan, In- 
diana and Ohio. Pitts formerly repre- 
sented the Gray Co. and Petelco. 

Arnie Larsen, 2595 Shermer Rd., 
Northbrook, IIl., covers the states of 
Illinois and Wisconsin and the cities of 
St. Louis and Minneapolis. Larsen for- 
merly represented Ardmore Products. 

s 


Laurence Gropper is now in charge 
of Lion Uniform’s new southern service 
center in Atlanta. Gropper was a mer- 
chandise buyer at the Rike-Kumler Co., 
a Dayton department store before joining 
Lion in 1955. Before that he was 
associated with the AMC; he was a resi- 
dent buyer for the AMC organization in 
New York. The new Atlanta branch 
consists of an office and warehouse in a 
new building at 670 1lith St. N.W., 
Atlanta 18, Ga. 

e 

Robert B. Newman has been named 
vice president and director of sales of 
Vulcan Containers Inc., Bellwood, IIl. 
He joined Vulcan in 1959 as assistant to 
the president. 

e 

John C, Rheay has been named sales- 
service representative in Florida for Vul- 
can Steel Container Co. 

7 

Nicholas Dykstra has been named 
president and chief executive officer of 
Mack Trucks Inc. He was formerly vice 
president of finance of McDonnell Air- 
craft and executive vice president of 
Curtis Wright Corp. 





—let this handy 
new slide rule 
show you how 


Initial cost...depreciation...main- 
tenance...taxes... 

These are factors which enter into 
a prudent choice of new service sta- 
tion buildings. Figuring them all is a 
complex job—and a mistake can be 
costly. 

That’s why the LUSTERLITE 
Service Station Payoff Calculator is 
such a handy tool. Just one setting 
of the slide shows how soon you’ll 
break even on your LUSTERLITE 
Buildings—and how much extra 
they’ll earn in their first 25 years. 

This Calculator is simple...it’s 
accurate...and it’s free. It’s yours 
for the asking ...so write today! 


LUSTERLITE 


PORCELAIN ENAMELED STEEL 
SERVICE STATIONS 
CHICAGO VITREOUS CORPORATION 
CICERO 50, ILLINOIS 


A DIVISION OF THE EAGLE-PICHER COMPANY jagsch 
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COMPANIES THAT ARE 


e (Z, 
find important advantages in 


LUSTERLITE Porcelain Enameled Steel Service Stations. 


LUSTERLITE Stations are lifetime porcelain enamel—never need painting 
—save hundreds of maintenance dollars per station every year. 


LUSTERLITE Stations are built to your design, in your colors. 
You get fast construction, important economies, long life. 


LUSTERLITE Stations are bright, clean, modern. 
They invite the passing motorist in—and help you hold his business 
by providing an attractive setting for your products and services. 


No wonder companies that are going places 
Want 


to save 
money? 


See 


=” UNSTERLITE 





PORCELAIN ENAMELED STEEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 





DIRECT-READING 

NO CHANGE-GEARS 

NO SHEAR PINS OR WASHERS 
REQUIRES NO LUBRICATION 
UNAFFECTED BY TEMPERATURE 
INFINITE ADJUSTMENT SELECTION 


No other meter even 











Direct Adjustment 
Reading—in % 


— 





Direct Adjustment Read- 
ing—in 1/50 of 1% 








Locking Clamp 


_— 
— 





Finger Grip for 
Adjustment Rotation 


LC ACCURACY ADJUSTER 
Fully Enclosed. 
Patented. 





Driving Shaft 


comes close 


to LC ADJUSTMENT SIMPLICITY 


All meters have slippage. So, each must include a 
means of adjustment to compensate for differing fluid 
viscosities. Users of LC Meters make such adijust- 
ments with predetermined accuracy merely by turning 
the Accuracy Adjuster to the exact needed percentage 
of faster or slower counter drive shaft rotation. 

This ingenious and convenient Adjuster provides 
up to 5% compensation for initial meter calibration, 
is visibly calibrated in 1/50 of 1% over the full range, 
and can be set at any fraction thereof. Instead of the 
usual step-up drive, the LC has a 4:1 step-down drive 
for less load on mechanism, and—should the counter 


jam—the Adjuster instantly protects itself, resuming 
operation automatically when the obstruction is re- 
moved. There is nothing to replace, nothing to reset, 
yet torque transmitted exceeds that possible with 
conventional shear pins or washers. 

The LC Adjuster is typical of the many unique and 
superior features that make this new kind of meter 
so compact, accurate, dependable, and durable. Ask 
your LC Distributor for full information and a proof-of- 
performance demonstration, or write us and we'll 
follow through. Sales have more than doubled in each 
of the past three years. This Adjuster is one reason. 





LIQUID 


ONLY THREE MOVING METERING PARTS 
LC brings new simplicity to every phase of meter 
design, and combines short total seal length with 
low pressure loss (only 2 psi, max.) for sustained 
accuracy down to 5% of rating. True rotary type. 
Positive displacement. No oscillating or recipro- 


CONTROLS 


SHIPPED FROM STOCK 
—100 gpm, 200 gpm, 350 gpm, and 600 gpm sizes 


See how really good meters can be— 


“if you we'll meter it” 


pump it 


can 


LIQUID CONTROLS CORPORATION 
Commonwealth Avenue, North Chicago, IIlinois 
Phone: DExter 6-8070 





cating parts. No metal-to-metal contact. 
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WHAT’S 
NEW 
IN 


Winter-tread tire 


. called the Explorer has been added 
to the Kelly-Springfield line. Available 
with a new-design whitewall; in 13-in., 
14-in., and 15-in. blackwall and white- 
wall sizes; and tube-type, 15-in. black- 
wall. Kelly-Springfield Tire Co., Cum- 
berland, Md. 


City-delivery tire 


. is a junior version of Seiberling’s 
Trans-Rib truck tire. New premium-level 
commercial tire is available in 7.50-16 
size, 8-ply rating. Seiberling Rubber Co., 
Akron 9, Ohio. 


Low-profile tire 


. . . for 1962 models is said to incor- 
porate more than 18 quality improve- 
ments. Called the U. S. Royal Safety 
800, new tire is offered on replacement 
market in rayon and nylon. United 
States Rubber Co., 1230 Sixth Ave., 
New York 20, N.Y. 





Py 86 


Hydraulic brake parts 


. . now offered under the Raybestos 
brand include wheel-cylinder cups, cable, 
hose, cylinder assemblies, repair kits, 
brake bleeders and service tools. Ray- 
bestos Div., Raybestos-Manhattan Inc., 
Bridgeport 2, Conn. 


Low-priced tire 


; is new version of the Firestone 
Champion with a tread design similar to 
that developed for new cars. Offered in 
a full range of sizes in black or white 
sidewalls, in tubeless nylon or tube-type 
with rayon or nylon. Firestone Tire & 
Rubber Co., 1200 Firestone Pkwy., Ak- 
ron 17, Ohio. 


Wheel balancer 


. of the bubble type has an adjustable- 
position gauge consisting of a spring- 
loaded spindle for measuring degree of 
unbalance. Direct reading gives ounces 
needed for correct balance. Sells for un- 
der $100. Lincoln Engineering Co., 4010 
Goodfellow Blvd., St. Louis 20, Mo. 


Engine cleaner 


. and degreaser has been added to the 
Dupont No. 7 line of automotive special- 
ties. Intended for use with Dupont’s 
hydro-gun and also packaged as resale 
item in 16-0z. aerosol container. E. /. 
du Pont de Nemours & Co., Wilming- 
ton, Del. 


TBA Literature... 





Brake-service guide 


... is a new 80-page aid to servicing 
brake systems on popular passenger cars 
and light trucks. Sections include a gen- 
eral guide to hydraulic systems, relining 
and adjustment, power-brake data, and 
trouble shooting. Raybestos Div. of Ray- 
bestos Manhattan Inc., Bridgeport, Conn. 


TBA Suppliers .. . 


The features of the new Prestone wash- 
and-wax car sponge seem so miraculous 
that Union Carbide finds it advisable to 
repeat that the sponge really washes and 
waxes in one operation. 

Recently the company staged a press 
demonstration to show how the deter- 
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gents, silicones and waxes in the sponge 
are activated by water to clean off dirt 
and, in the process, leave a wax coating. 

The suggested retail price for the 
sponge is $1.49. 

* 

AC Spark Plug continues to find new 
ideas for dealer premiums. Latest is an 
air-operated vacuum cleaner. It’s a port- 
able unit that operates from a service 
station’s air supply. 


3 

A. Schrader’s Son Div. of Scovill 
Manufacturing has been granted two new 
patents on a rubber housing for snap-in 
tubeless-tire valves. The rubber housing 
can be stretched to a smaller diameter, 
inserted through the rim hole, and then 
allowed to expand to form a compres- 
sion seal. 


y 

Dow Chemical has tested the perform- 
ance of its full-fill coolant in some high- 
speed runs at the Daytona, Fla., Speed- 
way. With the full-fill coolant in the 
engine, spark-plug temperatures are 25 
deg. to 50 deg. lower than with water, 
Dow reports. Cooling-system pressures 
are said to be from four to eight pounds 
lower. 

8 

When Gulf announced its new program 
of road-hazard tire warranties based on 
months of service a trend fast becoming 
universal in the tire industry, the TBA 
department pointed out to dealers how 
the new plan can be used to sell a cus- 
tomer a better-grade tire. 

It’s easy, of course. Just quote the cus- 
tomer the comparative cost per month. 
By way of example Gulf notes that the 
tire guaranteed for 18 months costs the 
customer $1.23 per month, while the tire 
with a 27-month guarantee costs him only 
$1.04 per month. 

* 

Pennsylvania Tire Co. is offering a 
new product-and-promotion program to 
retreaders built around Jetread tread rub- 
ber. Program includes 20,000-mile guar- 
antee certificates, point-of-sale display 
materials, and medallions to be cured 
into the shoulders of retreaded tires. 

s 

The John Bean Div. is offering three 
courses in brake and fiont-end servicing 
at its new training center in Los An- 
geles. Fee is $50 per week and each 
course lasts one week. Applications and 
details are available from John Bean- 
Barrett School, 1830 S. Flower St., Los 
Angeles 15, Calif. 

The Weatherhead Co., Cleveland, has 
acquired the Puritan brake-fluid line from 
Olin Mathieson. Weatherhead will also 
market under the Puritan brand a com- 
plete line of hydraulic brake parts. 

° 

Union Carbide is offering an Eveready 
cable light as a premium with an assort- 
ment of headlamps. The cable light is a 
two-cell flashlight with an insulated, flex- 
ible thermoplastic cable that permits the 
light at its tip to be bent into many inac- 
cessible spots. 

e 
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ANNOUNCING THE 1 


FROM 1/2-TON PICKUP TO DIESEL POWER, Dodge trucks for 1962 
feature more than 50 engineering advances to make them 
tougher, more tight-fisted. @ And they’re on display right now 
at your Dodge dealer’s, priced to compete with every full-size 
truck rolling the road. @ Whatever your trucking job, there’s 
a tough Dodge to do the job better, faster, more economically. 
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5 DODGE W200 4-WHEEL-DRIVE SWEPTLINE PICKUP _ ~ 
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1962 DODGE D500 CHASSIS WITH STAKE BODY 


962 DODGE TRUCKS 


Advancements include new axles, transmissions, DODGE 
steering gears, diesel engines, and electrical c= 
ponents. @ Every gasoline-powered model has a 35- BUILDS 
amp alternator as standard equipment for faster, JQUGH 
surer starts in all weather. @ See and drive the 1962 TRUCKS 
Dodge trucks at your dependable Dodge dealer’s. Seems 


L 
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Tires-Batteries-Accessories 





TBA People... 





In a series of shifts at General Tire, 
John L. Scialli moves from Portland, 
Ore., to be district manager at Detroit. 
The Portland spot has been filled by 
Ray H. Fast, who has been transferred 
from Denver, where he was district 
manager, while the new Denver district 
manager is Wells Leonard, former retail- 
stores supervisor for the Southwest re- 
gion. 


Four recent changes at United Motors 
Service bring John A. Swayze, formerly 
western regional manager in Chicago, to 
the post of marketing manager for Delco 
batteries at Detroit headquarters. Swayze 
succeeds William A. Carlson who has 
been assigned to Indianapolis as zone 
manager. Raymond F. Ehler, former 
zone manager at Boston has replaced 
Swayze as western regional manager, 
while Maje T. Anderson has been moved 
from Indianapolis to succeed Ehler in 
Boston. 

& 








7 SIZES 


IN VIKING’S NEW LINE OF COMPACT 
QUIET, HELICAL GEAR DRIVEN PUMPS 


200 G.P.M. Pump ’ 
with ‘‘C’’ Size 
Reducer Shown 


Your pumping needs are met better than ever before with 
Viking’s new line of helical gear driven pumps. Seven sizes 
are available with capacities ranging from 15 to 450 G.P.M. 
Suitable for accepting motors up to 40 H.P. Permits speeds 
from 640 to 144 R.P.M. using 1750 and 1150 R.P.M. motors. 


All component parts are independently mounted. Motor, 
gearing or pump may be removed without disturbing the other 
_ two parts. Each connected through standard flexible coupling. 


This wide range in pump size and speed permits easy applica- 
tion for handling light or viscous petroleum products in the 
capacity you need. Units include heavy-duty pumps suitable 
for pressures up to 200 P.S.|. Versatility of units permits 
quick and low cost assembly to fit your needs. 


For complete information, 
’ send today for folder SP534R 


5O) vikinc PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, It's ‘‘Roto-King’’ Pumps 
Offices and Distributors In Principal Cities. See Your Classified Telephone Directory. 


Richard D. Kel- 
ly is the new man- 
ager of national- 
account sales for 
Electric Autolite. 
He’s in charge of 
the expanded sales 
program _ serving 
national marketers 
of spark plugs, 
batteries, electrical 
parts, and related 
automotive items 

Kelly in the replacement 
market. He was formerly account execu- 
tive supervising sales to vehicle manu- 
facturers and before that directed battery 
original-equipment sales. 

6 

William B. 
Smith, .who has 
been a part of 
U. S. Rubber’s pe- 
troleum sales de- 
partment for the 
past 20 years, has 
launched a new 
company, Petrole- 
um TBA Associ- 
ates, 315 Mont- 
gomery St., Rm. 
511, San Francis- 

— co 4, Calif. Smith 
has had a long career with major rubber 
companies largely engaged in oil-com- 
pany contacts. His new company will 
offer a broad range of advisory services 
in the field of TBA marketing. 


William J. Har- 
riss is the new 
chairman of the 
central section of 
the Oil Industry 
TBA Group. Bill 
Harriss is TBA 
manager of 
Champlin Oil & 
Refining Co.,, 
Oklahoma City. 
He has been with 
Champlin since 
1934, except for 
an interlude of a few years in the early 
50’s spent with Cooper Tire & Rubber. 

A native of Enid, Harriss attended 
Phillips University and graduated from 
the University of Oklahoma in 1928. 

9 


Harriss 


R. B. Miller has 
been named gen- 
eral sales mana- 
ager of the Chi- 
cago Pneumatic 
Tool Co., with 
headquarters at 
the general office 
in New York. A 
veteran of more 
than 25 years with 
the company, Mil- 
ler was employed 

sesune initially at the 
Franklin, Pa., plant and later transferred 
to the sales department at Birmingham, 
Ala. He was most recently district man- 
ager at Atlanta. 
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Mkt RICAN 


WORLD 


AIRWAY S® 


New B.FEGoodrich hose can 
take abuse, won't mark aircraft 


HE cover of this B.F.Goodrich 
= tae is made of tough, new 
rubber compounds that can take the 
roughest scrapes without a sign of 
wear. And it can be tugged along the 
wing without leaving unsightly black 
marks on the aircraft. It’s smooth, 
with no ridges to snag on rivets or 
sharp edges. Oil and gasoline won't 
hurt it, nor exposure to all sorts of 
weather. 

This new, improved B.F.Goodrich 
hose, known as Type 38, is reinforced 
with three braids of a new chemically- 
produced fiber many times stronger 


than cotton, that gives it strength, with- 
out making it stiff and bulky. Both 2” 
and 2%” sizes are factory tested to 400 
pounds psi, giving them a better than 
3-to-1 safety factor over the recom- 
mended 125 pounds working pressure. 
The hose tube is gasoline and oil- 
proof, will not swell. 

Safe and strong as it is, this hose is 
also flexible, easy to handle. It won't 
collapse to cause shut-offs or slow up 
deliveries. Hose works equally well in 
top deck or reel service. 

B.F.Goodrich aircraft fueling hose 
meets all NFPA specifications as ap- 
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proved by the CAA, major airlines, 
and insurance underwriters. Call a 
B.F.Goodrich distributor for more 
information, or write B.F.Goodrich 
Industrial Products Company, Department 
M-189, Akron 18, Obio. 


B.EGoodrich 


AIRCRAFT 
FUELING HOSE 



























































WH The “before and after” pictures show six of the group of SOHIO stations 
modernized in 1960. The man in the middle of all that modernization is 
Alfred B. Carmitchel, SOHIO’s Manager of Construction. Behind it all is 
National Petroleum News. 


As a result of Carmitchel’s reading of one NPN feature, and the criteria 
contained therein, he was able to generate new interest in evaluating a 
modernization program upon which a considerable sum was spent in 1960, 
and still more will be spent in the years to come. 


In service stations, as in all oil marketing operations, the key to profits 
today is modernization. To make a profit today, stations have to be able to 
serve more of the traffic... better and faster. The modernization to do this 
can include everything and anything that can be done to a service station from 
submerging pumps or improving TBA merchandising to twenty-four-hour 
operation. The search for profits in today’s mobile marketplace enlarges 
some stations, closes others and builds more. 


It’s the same with bulk plants and terminals. Modernization is the key 
to profits. Faster loading rates, automatic metering, faster turnover under 
the rack are what will up profits. Trucks, too, have to deliver more, faster. 
Modernization again! 


Oil marketing management men, like Carmitchel, in the major oil com- 
panies’ headquarters, division and district offices, and in the independent 
(jobber) oil marketing firms look to NPN for useful, money-making ideas — 
profit-making ideas. That means, today — modernization ideas. 


If you have a product that will help oil marketing management to profit- 
able modernization of any of its operations, advertise it in National Petroleum 
News. NPN promotes modernization editorially. Advertising in NPN sells 
products for modernization. 


A McGraw-Hill Publication «~*~», 
“ 


* 
NATIONAL PETROLEUM NEWS 330 West 42nd Street, 
For Oil Marketing Management New York 36, N.Y. * 


‘ 
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WHAT'S 
NEW 
IN 
PREMIUMS 





SCOOTER SKATE comes in a knocked- 
down condition and is packed in a plastic 
bag. The cost to dealers is 75¢ each, 
f.o.b. Syracuse. Burns Manufacturing Co. 
Inc., 1208 East Water St., Syracuse, N. Y. 





FOR YOUR PUMPS 


LOW PRESSURE DROP 
Disc swings out of flow passage, giv- 
ing gasoline a “straight shot” through 
the vaive. Pressure drop for any OPW 
16 Series Valve is less than 1 foot 
vertical head of gasoline! 


TIGHT SHUT-OFF 
A compensator ring distributes pres- 
sure evenly on the disc ... auto- 
matically aligns disc to perfect seal 
with seat to hold prime. 


EASY SERVICING 
Just remove two screws, turn cap 
90° and gasoline above valve auto- 
‘matically drains. Pull cap out and 
valve can be quickly cleaned or 
serviced. 


Need more details? Write for free 
Bulletin NP-16. 


FOIL WRAPPER coated black on oue side 
is said to cut cooking time by 50% and 
improve flavor and reduce shrinkage. The 
flat package is designed especially for the 
outdoor chef, costs $1.95 retail. B. F. 
Gladding & Co. Inc., South Otselic, N. Y. 


INK MARKERS are available in eight col- 
ors. Tip is of felt, moistened by an ink 
cartridge, and is spring-controlled. Price 
for six dozen is $30.72. Nason Trading 
Co., 303 Fifth Ave., New York City 16. 


SEAT CUSHIONS provide warmth without 
fuel, wires, or chemicals, can be used 
by drivers, hunters, sports fans. Seat and 
back cushions unsnap for two separate 
seats. Mates retail for $2.68. Paul-Reed 
Inc., Charlevoix, Mich. 


REFRIGERATOR MOLD makes frozen treats 

rom fruit juice, custard, or flavored bev- 
erages. Multicolored tops have drip-proof 
caps. Retail price is $1.25. Flambeau 
Plastics Corp., Baraboo, Wis. 


Choice of union, 
Dresser, or female 
threaded end. 


Easily removable 


Cap. 


16 SERIES 
VERTICAL a 


Disc swings 


flow area. 


CHECK 
VALVES 


DOVER CORPORATION 


Compensator 
ring assures 
tight shut-off. 


Choice of com- 
, position or 
} bronze disc. 
} 


PATENT PENDING 


e* wv hie 
oe asa 
DIVISION 


2738 COLERAIN AVENUE + CINCINNAT! 25. ONIO © KIRBY 1.5400 + TWX Ci-416 


VALVES, COUPLINGS GPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIOS 
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CHEVRON 


STATION 


You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastie for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
‘““PLEXIGLAS for Signs” and arrange a showing of 
our 20-minute color film, ““The Sign of PLEXIGLAS”’. 


ROHM fF 
HAAS = 


PHILADELPHIA S, PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West Hill, Ontario 


XIGLAS 
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LIFTS BEST! 


G=> FP-46 MARKII Frame Lift... bes 


LIFTS FASTER ... Just swing arms in or out, set 
pick-up pads and raise car to convenient working height. 
It’s that easy to lift any make of car on the Rotary 
FP-46 Lift...note arm and pick-up pad position in 
photo at left of Chevrolet 

Brookwood. This photo 

also shows accessibility to 

under-car parts afforded by 

the FP-46 superstructure. 


LIFTS EASIER... 

Eccentrically mounted pick- 

up pads have greater adjust- 

ability ...are easily set to 

contact those hard-to-reach 

pick-up spots on some 

vehicles. A special lube orifice (not a fitting) on pick-up 
pads makes it easy to keep them rotating freely. Pinned 
arms lift off for cleaning and lubrication and can be 
kept in good working condition with least effort. 


LIFTS BEST... Formed 
steel arm construction with 
welded interior reinforcing 
bar gives strength where it’s 
needed without unnecessary 
extra weight. The FP-46 has 
a full 8000 Ibs. capacity and 
is available with either the 
Rotary Airdraulic or Full 
Hydraulic Jacks, both of 
which have been proved for 
safety, durability and econ- 
omy for many years in all 
parts of the world. 














MODERNIZE OBSOLETE LIFTS 
ECONOMICALLY WITH AN FP-46 
REPLACEMENT SUPERSTRUCTURE 


STATIONS CAN HANDLE THESE 
AND MANY MORE JOBS PROFITABLY 
WITH A ROTARY FP-46 FRAME LIFT 


The Rotary FP-46 Frame 
Lift is available as a re- 
placement superstructure 
for obsolete Free-Wheel 
Lifts and old-style Roll- 
On Lifts which fail to 


Lubrication e Oil change 


Brake adjustment and replacement 


Tire replacement, rotation, inspection and repair 


Muffler and tailpipe replacement 
Shock absorber repair 
Wheel bearing inspection and packing 


Spring and shackle replacement 


handle many modern cars 
satisfactorily. If the present 
jacking unit (any make, 
post World War II) is in 
good condition, the Rotary 





FP-46 superstructure can 
be installed to replace the out-dated superstructure. 
Savings, as compared to buying a complete new lift, 
are up to $395. Ask your Rotary Lift representative 
for details of this modernization plan. 


Transmission, drive shaft and differential service 
King pin and tie-rod replacement 


General safety inspection 


ROTARY FP-46 MARK II FRAME LIFT 


Product of DOVER CORPORATION, ROTARY LIFT DIVISION 
Memphis, Tenn. @ Madison, Ind. @ Chatham, Ontario 


First name in oil-hydraulic auto lifts—passenger 
and freight elevators—industrial lifting devices 








new oil company...Tenneco. Tennec They're bright, clean, roomy. The men who staff them are 


eager. And they're good. Tenneco's making it easy for 
them. Easy for the customers. We've gone back to the 
basics of the business. Just two pumps... Regular and 
Premium. Both have the same premium additives. m Grow 
with Tenneco. We'll back you with year-round advertising. 
We'll boom your business with big promotions. We'll give 
you all the help you need. From sales training aids to spe- 
cial marketing hints for dealers. m Go Tenneco. The 
growing’s good. You can get all the facts from your 
Tenneco Representative. He’s ready and waiting to get 
you started, to help keep you growing. gm Contact 
Tenneco. Tenneco Oil Co., P.O. Box 18, Houston, Texas. 


off to a fast start with major quality products. Competi- 
/ priced. Selling now. Moving up. gy Grow with us 
command and make it big. Come along with 
ineco. You'll be in the best of company. g We're a 
new name...but we’re big. We've got strong capital re 
serves, strong research. And some of the brightest mer 
in the industry. Men with bold ideas. Men who can take 
hose ideas and make them facts. Facts that build profits 
Facts that build growth. Growth that’s happening now 
We're building new stations. Going into new areas. Asso 


ciating with new jobbers. Jobbers who are ready for 


better things. g§ Tenneco stations are designed to se 


TENNECO—SIGNPOST FOR THE SIXTIES 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Late-summer shipments of distillate fuel oil from refineries 
indicate demand will continue to grow, at least until demand for heating oils reaches 
its peak in late fall or winter page 189 


Market Outlook: Gasoline margins for refiners will slim in October. And the 
eventual cost of the lowered margins will make hurricane Carla’s destruction look 
cheap: that for October could come to $110-million 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 

Supply and demand Market barometer 

Market outlook Key crude oil prices . 
Refinery/terminal prices 

STATISTICS Tank-wagon prices .. 

Petroleum indicators Prices in 55 cities 

State gasoline consumption see NPN gasoline index .. 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








STOCKS I 





NPN PRICE AVERAGES* 





MILLIONS OF BBLS. [RRR SEPTEMBER 8 Refinery/Terminal 
240-+ fae ee ee (¢ per gal.) 


220- Sept. Aug. Sept. 
ASOLINE* 1961¢ 1961 1960 


200- Gasoline 
18074 (regular) 11.37 11.70 12.02 
Kerosine 9.65 9.65 11.29 
1a Distillate 8.69 8.69 8.87 
ISTILLATE* Residual 466 4.66 4.97 
1207 4 principal 
100-44 products 8.87 9.03 9.38 
80-4 Lube oil 24.59 24.59 24.44 


i Crude at well 
60+ RESIDUAL ($ per bbl.) 2.89 2.89 2.88 


16074 


£0 wn 08 tet s eee 
20 4 *Weighted average price, princi- 
pal markets. Crude prices middle 
of month, not monthly average. 


+Through Sept. 8. 











0 





ee 
O N 


1960 




















* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) September 1961* August 1961 September 1960 
Finished and unfinished gasoline nies bbl. +) sis cs > se 190,422 189,645 
Kerosine (thous. bbl.) . ui | ee 34,016 35,408 
Distillate fuel oil (thous. bbl. ) el ee 157,562 151,654 168,235 
Residual fuel oil (thous. bbl.) .... See eee 49,055 50,136 
Crude oil—B. of M. (thous. bbl.) ... oe 248,569 249,224 231,966 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) ee ; ' 8,100 
Foreign crude included (thous. bbl. daily) ............... ‘ d 1,065 
% of refinery capacity operated 5 : . 84.8 


Refinery Output 
Gasoline (thous. bbl. daily) ........... poe h ' 4,252 
Kerosine (thous. bbl. daily) : 359 
Distillate fuel oil (thous. bbl. daily) .. pouman : ; 1,831 
Residual fuel oil (thous. bbl. daily) .... Wid ate dens 859 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) ....... $ ; 6,971 
Crude oil imports (thous. bbl. daily) eet , i 1,090 


*Through Sept. 8, except crude stocks, Sept. 2. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Month Previous Month Year Ago 


Exports of crude and refined products (thous. bbl.) .... 15,792 (June) 5,919 7,591 
Average station gasoline price, ex tax (¢ per gal.) ...... 20.61 (September) 21.35 . ae 
Service station sales—all commodities ($-million) ........ 1,631 (July) 1,573 1,587 
Gasoline consumption (million gal.) 5,678 (May) 5,037 5,421 
Passenger cars—domestic shipments (thous.) ........ 400 (July) 557 415 
Trucks and buses—domestic shipments (thous. ) ic 73 (July) 87 64 
Passenger-car replacement tire shipments (thous.) . . 6,688 (July) 7,524 6,377 
Replacement battery shipments (thous. ) 2,036 (June) 1,694 2,072 
Oil burner shipments (thous.) _ 44.1 (June) 38.1 46.9 
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Supply and Demand 





How Demand for Distillates Looks 


Requirements should continue to 
grow well into the heating season 


ATE-SUMMER SHIPMENTS of distillate fuel 

oil from refineries indicate demand will con- 
tinue to grow, at least until late fall or winter, when 
heating-oil consumption reaches its peak. 

Refiners’ stocks of distillates at the end of August 
were almost the same as a year ago. They are con- 
sidered ample for coming needs, even though early 
winter should be colder than normal. 

For the first six months of 1961, actual total 
demand for distillate fuel oil averaged 2,076,000 
b/d, practically the same as for the first half of 
1960. Domestic demand was slightly larger this 
year, but still reflected the lag in industrial recovery. 
Exports, a small factor in the total, were 40% 
lower than in 1960. 

Indicated total demand this July was 1,275,000 
b/d, almost 10% larger than in last July. Indicated 
August demand was 1,340,000 b/d, also about 
10% more than in 1960. Third-quarter demand, as 
forecast by Bureau of Mines, will be 1,290,000 
b/d, 4.2% more than in 1960. For the fourth 
quarter, 2,260,000 b/d is forecast, nearly 2% 
larger than in the last quarter of 1960. 

Distillate heating-oil requirements take more 
than 60% of refiners’ total supplies of distillate 
fuel oils. The second largest use is as diesel fuels. 
This consumption in 1961 is expected to be 5% 
larger than in 1960. 

The stocks level of distillate fuel oils for the U.S. 
at the end of August was 151,660,000 bbl., almost 
the same as August 31, 1960. (See table). Inven- 
tories in the combined East Coast and Gulf Coast 
districts were 3.6% smaller, while those in the in- 





Distillate Fuel-Oil Stocks 
(1,000 bbI. API Data) 


<i 
53,289 —3,021 


23,276 + 219 
76,565 —2,802 


Change 
Refining District bbl. 





35,410 +1,860 
12,470 — 127 
3,170 + 135 

- 175 
59,960 -+1,693 


Total U. S. except 
West Coast... .137,635 —1,110 
14,230 + 905 
, 3 See 151 , 865 — 205 
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land refining districts were 2.9% larger. The largest 
proportional gain here was 5.5% in the central 
Midwest districts. 

Of the total 130,826,000 bbl. in inventories in 
the U.S. on July 31, 103,600,000 bbl. was in the 
hands of 38 oil companies which reported their 
totals of that date to the Texas Railroad Commis- 
sion. The companies regarded this total as nearly 
4,100,000 bbl. below their desired levels for that 
date. By Oct. 30, it is likely that U.S. inventories 
will reach the 179,528,000 bbl. level of that date 
in 1960. This total proved sufficient for the oil 
companies to supply the unexpectedly heavy re- 
quirements of the early 1960-61 winter. Distillate 
demand in December, 1960, was 18% larger than 
in December, 1959, and that in January was 11% 
larger than the year before. 

The pattern of the seasonal changes in distillate 
stocks for 1960 and through August, 1961, is 
shown in the accompanying chart. Data is given 
both for the East Coast and Gulf Coast refining 
districts, which supply the concentrated heating oil 
market in the East, and for the combined inland 
and West Coast refining districts. On Aug. 31, in- 
ventories in the East and Gulf Coast districts were 
76,565,000 bbl., in the inland and West Coast dis- 
tricts 75,095,000 bbl. 

Geographical data on distillate heating-oil sales 
in 1960 prepared by Bureau of Mines shows the 
need for the large inventories carried in the East 
and Gulf Coast districts. These areas are the 
principal sources of supply for 18 Eastern and 
New England states. The 1960 sales in these states 
of 263,464,000 bbl. of distillate heating oils were 
62% of total U.S. sales of 422,855,000 bbl. In 
15 states in the middle belt of the U.S., sales of 
125,045,000 bbl. in 1960 were 30% of total U.S. 
sales. In both areas sales have grown 24% since 
1955. 





Market Outlook 





Carla Was a Cheap Date 


ASOLINE MARGINS will have that slim look for refiners in October. This 

low-octane gambit in gasoline marketing (see p77) is showing more body 

english than Hurricane Carla. By comparison, its cost is going to make Carla look 

like a cheap Friday-night date. And come next spring, gasoline marketers will be 

‘ wondering how they got suckered into nickel-and-diming themselves to death in 
price wars. 

The new number for gasoline margin this month isn’t too hard to come by. 
Merely add 1% for growth over October a year ago and then deduct whatever 
is being tossed away. Just for size, though, apply the arithmetic to the 126-million- 
gal. daily production of gasoline. Where dealers were being charged 14¢ 
(for example), charge 20% less, or 11.2¢ gal. This means that the money crop has 
shrunk $3.5-million from $17.6-million to $14.1-million. Turn over the $3.5million 
31 times—once for each day of the month—and the giveaway for October will be 
almost $110-million. By next spring the pain could be unbearable, even for the 
biggest. 


Destination Pricing for LP-Gas 


One of the largest LP-Gas manufacturers has moved more and more to destina- 
tion pricing, but has not been able to swing away entirely from base-point pricing 
this season. *| 

The partial switchover of this and other suppliers, understandably, has muddled 
the market place because it is a time of change and also oversupply. The theme of 
commentary on LP-gas prices is that buyers and sellers “used to have a formula 
to follow, but there isn’t one now.” 

The shortest time seen for the change to destination pricing is expected to be 
about two years. The gloomiest outlook is that it will take four years. Caution, in 
the meantime, is the watchword for manufacturers and distributors. Nobody wants 
to get hung up by contract provisions that do not provide an “out” should the 
market stay soft or suddenly turn upward. 

Stipulation of what bottom prices will be is one “out.” Netbacks were particu- 
larly hard-hit this summer—reminding some of the bad old days when summer 
prices hit zero. 


Key Crude Oil Prices (As of Sept. 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 


California 
Wilmington, 31 gravity : (cents per gal.) 
Texas September iS: ........... 1G22 12.10 


West Texas sour, 36 gravity ....... 2.79-2.93 : 
Mid-Continent ity Month earlier ........... 16.41 12.38 

Oklahoma sweet, 36 gravity ....... 2.62-2.97 Year earlier 17.92 12.92 
Williston Basin 

North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania Dealer index is an average of dealer tank wagon 


Ee Wr Pre oer 4.80 ; ; ta 
‘ prices ex tax in 50 cities. 


Alberta _ 
PEE soc. eckbaview sepa 2.48 Tank car index is weighted average of following 


enmee heavy, FOB La Salina, wholesale markets for regular-grade gasoline, FOB 
ee Be Se Swath sei Gea esl a7b oh Galala 1.85 refineries or terminals: Oklahoma, Chicago District, 

a Gut 508 Res Tenure Minneapolis-St. Paul, California, Philadelphia, Jack- 
Arabian, 34 gravity ......... ry ee 1.80 sonville, Boston and Gulf Coast. 
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REGULAR GRADE 


COASTAL CRUDE 
GRAV. LOW COLD 


CENTS PER GALLON 


No. 6 FUEL 


YEAR 53 55 57 59 JFMAMJJASOND 
1961 


PRODUCTS | 


— 
ka 
4 
4 
 § 
P.) 
& 
a. 
7%) 
od 
S$ 
— 
° 
a 


1.20 


1.00 SPREAD: 
PRODUCTS OVER CRUDE 


.80 

60 

YEAR 53 55 57 59 JFMAMJJASOND 
1961 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas east of California. 
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CENTS PER GALLON 


Market Barometer 





REGULAR GRADE 
GASOLINE 


No. 2 FUEL 


36 GRAV. MID-CONT. CRUDE 


No. 6 FUEL: 


YEAR 53 55 57 59 JFMAMJJASOND 
1961 


DOLLARS PER BARREL 


1.20 
1.00 
.80 
.60 


YEAR 53 55 57 59 JFMAMJJASOND 


1961 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price — “iste! all, shore eran rar 
Service, NPN‘s associated publication. Arrows 4 fuel. . .....$3.3 Tey u.2-01.5 
indicate upward and downward movement of 

the price preceding the arrow. Prices as of 

Sept. 15. Last previous listing: Aug. 15. 


Motor Gasoline cone ee oe 
a 


ol 18.8 

Bib BA, os <x iesel aauae ja 
ged a8 90 oct. tog.» 12.75-13. sult. er, 
oA ll. a “30 bunkers. .... $2.37 

Light 
Minneapolis/St. Pau, M 

=:40:375-10.878 (Fer sgt. to Bet kers Range oi No.1. .10.43-10 10.68 
fuel 68 


Mobile, Ala. 
— No. 1. Be $i. 9 


Ge Sun. 
tS sweie 75 
o 25-14.75 "12.5W-12.75 
12.25-12.75 


City 
prem.....14.75-15 
t. Teg... 13.25 


Callfornia—Los Angeles District 
100 oct. prem... .14W-14.25 

...,13.5W-13.75 

; YB 8 

115W-11.75 


8.15 
(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher. 


Charleston, $. C. 
gy No. 1.. 


Tank Truck = teh or more) 
98 oct. 
88 oct. reg... 


San Francisco District 
Tank ya 
98 oct. prem. 1.8-; 

88 oct. reg... ....18.3-18.8 


Minneapolis-St. Paul 

Be age EVERY 

1 : -12. 
oct. reg. 

my y oll, io. 1, .9.25-11.85 

No. 2 fuel....... 8.75-10.85 

No. 5 fuel, low 


Distillates & i 


Gulf Coast Cargoes 
vena. 2513.9 41-43 w.w. kero. .9.5-10.25 
5957 di gas ol 8.875-3.875 
gas 

14.5-14.75 48-52 4.1. gas oil..8.75-9.75 

on S — ee Ce tty ortolk, 

nker C al 
pee No. 1.. 
Bunker C fuel No. 2 fuel 


14.5-16.8 max 1% sulf.. .$2.45-2.55 


12,5-13.8 


se ays 
Baltimore, Md. j Pensacela, Fla. 
Neretioe, No. 1. .11. Heavy Diesel Kerosine, No. me 12 
Northern Shpt.) do barges. d ‘ No. 2 fuel.......11.1 
-14.25V No. 2 fuel. . F Diesel oil, shore 
*.10.5-11.25V do barges... ..10. nkers 30-2. Sei issue ee | 
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Philadelphia, Pa. Okla. Group (Northern 
— No. r Be oi. 3 42-44 ~ —- 


No.  tasi $2.20-2: 


New Mexico/W. Texss 
42-44 w.w. 
10.5-11.25 


Kansas (for Kansas destinations only) 
42-44 w. 
10.375-10,875 


Savannah, Ga. 
fiereaine, No. 1. .11.8-12.4 
No. 2 fuel 10.9-11.5 


7211/35-11.7 
36-40 gravity fuel.10.25 


California—Los Angeles Dist. 
Rack: 
Stove dist. 
oO) ea 8.25-12 
Diesel fuel 

Per 7.75-11.25 
Light fuel 
PS 300 
Heav’ 
PS $2.10-2.45 


Tank Truck (400 or more 
nue - , 
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Refinery and Terminal Prices 





Tank Truck (400 
ee 


Stove dist. 


Ships’ bunkers, or deep tank lets 


San Pedro, Calif. 
Diesel—PS 200...$5.09 
a Cc—PS 


San Francisco, C. 
Diesel—PS 200.. ‘. 30 
Bunker C—PS 

400 


Seattle, Wash. 
Diesel—PS 200.. .$5.59 
| C—PS 


Bunker C.. 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated 


FOB Group 3 
Grade 26-70 
45¢ 


FOB Breckenridge, Tex. 
| oe 26-70 
¢ 


LP-Gas 


Producers’ net contract prices, tank cars 
transport trucks. 

lew York 

Harbor........ :. 3A-8.55A 
Philadelphia... .. 
Oklah = 


Grou , SHA 
Baton a beead ies 


Lubricating Oils 


Western Penna. 
rr Neutrais—No. 3 Col. Vis. at 
¢ 


andes: “ppataiesmna 
p. 
spt Sore awa 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bri ht stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


160 v 
0- ry 95 vis. 26-27 


yee Oils—Conventionat— Pate Oils 


Cast 
Solvent Refined Oils ‘from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 
Bright Stock, vis. at 210 
150-160 vis. 
0-10 p.t. 95 v.l... .26-27 
pony mention X° \ te 1. 0-10 p.t 


2.5-23.5 
24 


Texas 
Vis. at 100° F.,7FOB S. Tex. refineries for 
domestic and/or export shipment. 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


New York City 


ao pt pet tet a pet pe 


ot ee 


Providence, R. t.. 
Burlington, Vt. 
BEES. Scseknctwonteksanus ~—= 


*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: Nyc —— are ex 3% city sales tax; Syracuse piices 


AXIO SWWUN, SUNNY DAH Ho 
DOK DeOOWW HPOMOMOWWONMNMYION 


Cd ded ded 
te eet et et eet eet eet eet * a 
wMoNnRenNe ee Rw 


13.5 


ex 2% city sales ta 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
September 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


Prd 


WwoHCOMDOHOMRUDOWO: oo: ! 
ype > 


om + 


at et tt et et tet et Do lt pe © ° 
: Nooo OerKVNee-- Mew Be 
_a = SNNSS™s 


uo 


i6-i 
16.5 


Motél Kerosine & Mobilheat—NYC (all povsagne) rr Mt. Vernon, ty "tess 0.5¢ for deliveries of 300 gal. or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grade tw. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals, 
a-Kerosine, Mobilheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal allowance, 


Atlantic 
a 


Allene ae 


Wilkes-Barre 
Williamsport 
Pittsbu 


aw 
“5 


tt ha at at ta pt ft 


4 
Wilmington, Del 
Hartford, Conn 
New Haven 


_ 
DANN ON Be ON NEN En ae 

DOOD & WO L ONY Om : 

oe tat tt ot bt ts 

HHaoe SSS Vesa sS5Secuss 
MMSOONWWWH WUD ewww www 
Pat bat bet pet Pe et et fed ft me 

eet OOOO ODDO ODDO OD bt bt et ee at et ht rt et et 
SOSSSSOSCSOSCSCOSCOMMUDSOOOOOSOOOOOO 


Philadelphia 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine-Penna. add 1¢ gal for 
tw. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 gal, 
2¢ for under 100 gal. 

a—Temporary het prices may be in effect in certain areas from time to time in response 
to competitive conditions. 

b—State and federal tomes _~. 

¢—Fair-trade retail prices are in effect. 

*Prices subject to 0.5¢ gal seasonal discount except Charlotte, 0.4¢ gal seasonal dis- 
count. 


Prices subject to 1¢ gal seasonal discount. 


194 


Esso 


Standard 


Atiantic City, N. J............. 
Newark 

Baltimore, Md. 

Cumberland 

ae. 5 a eae 
Danville, Va 


Fairmount 
Parkersburg 
Wheeling 


tt et ee 


6 ot ee 


Spartanburg 
New Orleans, La 


_ 





BOWOCOO OOOO O~1 DIR ODMODOS ODDO OOO WWW: 
i ee et et et et pet pet et pee fet et et et 
mocooocoeoe oe oeeo CoO OOo oS CeoOOoOoo: 


Ch eh eel mek edd ordeal eed eked edad ed et ek ed 
PP PPBPewWPWUUOnunuww2d 


ee 


Hh 
Little Rock, Ark. 
*Prices apply for kerosine only. 


Ne. 4 Fuel 
EERE PO CR, RR EP Fe a %. 9 $3. 
Baltimore, Md 3. 
Washington, D.C. 1,050 gal minimum,...............+- am rs % 3. 
Netes: Kerosine/No. 1—Atiantic ry! and Newark prices are for deliveries of 
or more: add 1¢ for 100-299 gal, 2¢ fo 
2.5¢ above regular. 


t less than_100 gal. Premlum-grade tw. 
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American 


ron, : 
Milwaukee, Wis... 


SSSHweS055s 
ocoooowmcoo 


(2) See below ain prices on larger quantities. (b) 14.9¢ for.750 gal & over. 


gal 
Chicago. 14.9 14.4 10.7 


Min 
Milwau 
Taxes: St. Louis 
oll prices do not i 
be added, where applica! 
Discounts: 


American Furnace Stanolex Fuel A 
108-389 400 gai 1-749 760-1,499 1,500 gal 
& over gal ga: & over 


100-174 
gal 


Stanolex Fuel'C 
1-1,499 1,600 gal 
gal 2 over 

10.45 9.95 10.55 9.3 


Furnace Oli 
arte 850 gal 1 gal 
gal Zover over 
16.8 16.2 15.7 
ance ‘ i5-i 


line tax includes 1.5¢ city tax. Des “Moines kerosine” & furnace 
ude Mi, state tax. State sales, occupation, consumer & use taxes to 


Red ted Crown c.tw. prices at some points subject to varying discounts for 


N.B.: Esabiisined tank wagon prices are shown above. 
Some temporary prices may be in effect in one or more localities. 


quantity deli 


Continental Oil 


(N.B. Prices are Continental’s tank 
wagon prices. Current selling prices 

vary from these shown bonsuee of local 
conditions.) 


Concoe 
Gasoline Gase- Kero- 
T.W. = line sine 
(Regular) Taxes T.W. 
Denver, Colo. t * 19.0 
oes Junc- 


Casper, Wye.. 
Cheyenne... . 
Billings,Mont. 


22.7 


18.4 
17.6 
18.6 


16.4 


16.3 
16,1 


Taxes: Gasoline taxes include th 
city taxes; Albuquerque & — 0. Sf: 
Santa Fe, payor & Casper, 1 
Falls gasoli $A. a bev 

Is ne p lor de’ ~ =| 

of less than 200 gal; 399 pie 
0.5¢;4400 gal & over, deduct 1¢. 

Notes: Premium-grade t.w. prices 3.5¢ 
above regular. 

*Consumer price 1.7¢ fal higher. 
E tConsumer price 1¢ gal higher. 


Texaco 


Fire Chief Gasoline 
(Regular) 


Dealer sumer 
patos, Ti Tex... 16.4 
Ft. 16.4 
wich F Fails. 16.4 
arillo 16.4 
16.4 
16.8 
16.4 
16.4 
16.4 
Hou 16.4 
San aaped 16.4 
Port Arthur.. 16.4 
Gasoline taxes 9¢ 
Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline—Premium-grade tw. 
= 3.5¢ above regular. Kerosine— 
tices apply to dealers & consumers. 


Kentucky Standard 


Crown 
Gasoline line sine 
T.W. Taxes T.W. 
Atianta,Ga.. 16.9 10.5 16.9 


Birmingham, 
Al 8 12.0 16.8 
Jackson, Miss. 17.0 11.0 17.1 

Jacksonvill 
11.0 16.9 


Fla 
Louisville, Ky. 16.7 11.0 17.1 
Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not re in prices: Georgia 1¢; 
Mississippi 0.5¢. 


Note: Current net prices may difrer 
from those listed because of temporary 
local conditions. 


Tank Wagon 





Standard of Ohio 


Sohio Extron Gasoline (Regular Grade) 
Con- Gaso- Kero- 


line 
Taxes 


11.0 
11.0 
11.0 
ll. 


11.0 : 4 
11.0 t . 15.5 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 
1¢, fi al, add 2¢. Premium-grade prices: consumer tw. & S.S. 4¢ above regular, 
resellers 5¢ above regular. S.S. prices are at company-operated stations. 
*Subject to 0.5¢ gal - temporary discount.” 


Standard 


of California 


Prices are tank truck postings, ex all taxes, ap- 
lying for deliveries of 400 gal or more; see 
low for other deliveries. 


Pearl 
Chevron Gasoline ou 
(Regular) 


San Francisco, Calif. 
19.3 


Seattle, W 

Spokane. . aa i , gud 
Tacoma. . . i ; ‘ ; saa 
Boise, Idah 20.5t . 31. . 16.7 
Salt Lake City, _ . Y : z 14.5* 
Honolulu, Hawaii. . ; : } 4 = 
Fairbanks, Alaska. . A cued 


tTemporary subnormal prices are established on motor gasolines only, al lforms of 
delivery, to all classes of trade other than Chevron Service Station dealers (separately 
handled), at 2¢ gal below prices shown. except Reno, 1.5¢ gal below. 

*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex a ‘wo tax; all prices are ex-Hawailian 
gross income tax of 0.75% wholesale and 3.5% reta 

: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over pie 1¢ for 40-199 gal. 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gai to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at all points except Sait Lake 
City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


(Prices are per imperial gal; to arrive at ome on U.S. 
al. subtract 1/6th). Furnace 
Gasoline 


Imperial Oil 


Charlottetown, e is 
Montreal, Que... 
Toronto, ‘Ont. 
Hamilton, Ont... 
Winnipeg, Man. 
Brandon, Man 


Calgary, Alta 
Edmonton, Alta. 
Vancouvet, B. GC... cccsccesccoss 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
*Subject to 1¢ gal. allowance. **Subject to 1.5¢ gal. allowance. tSubject to 2.1¢ gal. 
allowance. 


BERNER 
WOCOM ww 


17.1 


rm 
nN 
wo 











fo Figure 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. a Description on | Request | 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


f - -brand) gasoline, and taxes Service are shown below. Figures are in ¢ per gal; (1) and (d) indicate increases or de- 
mt fat yey ‘aee 1981 ~y mh by Platts OILGRAM Price creases as compared with August 1, 1961. Tax col. indicates only motor fuel taxes levied 


as such. 
Service Tax 
Station 
(ex tax) 
20.61-d 


H 
fi 


Cel 4 
fed.) 


# 
g 
us @ 


Milwaukee, Wisc. 
Twi 


17.90 n Cities, Minn. 


gssssss 


SSSSSSS weeorSSe weS=-S505 


SSISEsy 
sss8e88 888898 ssssess 


SSaeNs 


sess Besse 


Albuquerque, N. M 
Denver, 


iotatatat 
+ Eatas aw ag 
SXEUNBS RBBSESS BBBEESs 
sexes 
aa 
aa 


a 


$88 ssssess sseesss sssesss E 





SNBSY RERRENG LBSISRN SRNBR 








ee 
ood 
-SCooow 


WUWUD UT & 


$8 
SeeeNs SeeREED SUNBBES NeEeeRE EF 


sesees eeeeges Seseses sessess gf 


8 
ca 
x 


S888 3 


sesssss sssxsss sssssss sesssss 


gssssss Sssexs 
sssssss sesesss 88seesi 
BSBEBES KRESESE ESsssss 


eee 


*Includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 


£ 





Take the whole family 
~ BLENDING Seu everywhere - economically 


NPN’s annual mid-May FACTBOOK issue is the 
ideal medium in which to present your whole prod- 
uct line to oil’s marketing management. The Nation- 
al Petroleum News FACTBOOK is oil marketing 
management's first information source. They keep it 
sonnel handy the year-round; refer to it constantly. 

SYSTEMS Supplement the FACTBOOK'’s directories of oil 
marketing equipment and TBA sources with your 
own company’s illustrated and detailed product di- 
rectory. The FACTBOOK will keep it on buyers’ 
desks the year around and bring it to their attention 
throughout the year. 





FREE VARI-FLO BLENDING SYSTEMS CATALOG | 
If you're mixing asphalt by the batch, the advantages of Vari-Flo line 
blending are mighty obvious. Instead of storing a dozen blends, you | 
| 
1 


stock only a penetration grade and a couple of diluents, blend any 


cutback you want—instantly and accurately. You practically eliminate Oil Marketing's Reference Information Annual Published in Mid-May 
the need for storage tanks, big inventories, miles of piping, acres of 


plant space. Best of all, you'll be pleasantly surprised at the way this 

mechanical blending system combines pinpoint accuracy with simplicity 

and ease of operation. The clincher is low cost. Both initial and operating ‘S 

costs are surprisingly low compared to other systems. Both large nt 

and small firms are line blending asphalt with great success. See 

Refinery Catalog or write for Bulletin 650A. B00 4 
y= 


“liquid materiels handling’ ® equipment ato 
<j ER / @ A McGraw-Hill Publication 
blendin systems 330 West 42nd Street, 
eg New York 36, N. Y. 


TT 
BLACKMER PUMP COMPANY, GRAND RAPIOS 9, MICHIGAN 
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Gasoline Markets 





Gasoline Consumption by States, May, 1961 


(Gallons) 


South Carolina 
South Dakota 
Tennessee 
Texas... 
Utah.... 


Vermont... 
Virginia. 


Washin; 
West Virginia 


Wyoming 
Total 50 States and District of Columbia 


*Percent chan 


are on a daily crores basis. 
Source: Ame 


injPetroleum_ Institute. 


First § Months ———_—_—_——. 
1960 


278,842,000 
314,878,000 
82,096 , 000 
82,639,000 
827 , 364,000 


544,481 ,000 
94° 333,000 
107,605, 000 
1,234, 932,000 
714; 206, 
456,544,000 
425, 881,000 
361,341,000 
390,545,000 
123, 767,000 
378,257,000 
576,743,000 
1,065, 710,000 
507,023,000 
273, 416,000 


oo 2000 


74,317,000 
823, 263,000 


105,415,000 
1, 284,252,000 
449 


48,623,000 
517,933,000 
459,901,000 
195,899,000 


519,930,000 
63,533,000 


414,507,000 
266 ,000 


2,425,890, 000 
273,789,000 


457,285,000 
408, 116 ,000 
363,095,000 
393, 141,000 
122,932,000 
370,729 ,000 


77,965,000 


808 994 ,000 
157,310,000 
1,671,519, 000 
589, 239,000 
100,745,000 


1,306 072,000 
5, 847 ,000 
257,590,000 

, 294,026 , 000 
101,531,000 


"136, 165,000 


49,293,000 
527,831,000 
468 649 ,000 
197,738,000 


508, 880,000 
63,841,000 





25, 040,376,000 


24,713, 648,000 


| 


3 
3 
g 
fe 


~ 


P++t+ +4+4+4++ +4+4+14+ 
> CwWON & NOW BONwWo Wanon OnoOw~ 


l+++ +. +++ 


* SONN -: 


1++++ 


+++++ 
Reo WHR WNNOSD NBD WUE BRR 


tit 


++ FIT ++e++ 


+ 
> 


68,214,000 
159,614,000 
30,749,000 


17; 262,000 
197,550,000 
34,098, 


21,417,000 


69,521,000 
31,675,000 


47,729,000 


134,325,000 
15,311,000 


BN REBRR BEzeE 


38 


- 


88 38888 


Pad 
ann 


& 28: 


_ 


ret Tema & 
ied 
COW UTIND vVown™~s WOWeWNW AOnoe ADMwar Oe awe 


r) 
8 
3 
+tt4+ ++t++ +1+++ 


~ 


60, 139, 000 
155,461,000 
26,697 ,000 


_ 


16,974,000 


170,567, = 
33,684 

362,477, 000 
127 ,044 ,000 
24,705,000 


288,815,000 


— 


- 


-_ 


4 
1 
4 
4 
4 
J 
2 
0 
9 
0 
2 
8 
1 
8 
2 
7 
2 
2 
0 
3 
8 
5 
8 
7 
4 
7 
2 
3 
6 
7 
8 
3 
7 
0 
9 
4 
5 
3 
2 
Va 


Itt It FEEEE FHIt¢+ HHHH+ F141 


22; 805 , 000 


64,550,000 
32,034,000 
110,517,000 
378,895,000 
31,445,000 


++1 1+ 


11,740,000 
113,902,000 
97,678,000 
46,943,000 


122,221,000 
15,606 ,000 


5 
2 
7 
9 
7 
2 
1 
3 
1 
6 
7 
1. 
4. 
6. 
0. 
1. 
2. 
1. 
1. 
9. 
1 


i+ +++ 1 
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5,678, 003,000 


5,421,071, 000 


4 
os 
~~ 








New York 





Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


Sydney, N. S. 


Boston 








PATENT peice 


Paterson 4, New Jersey 











This Is Your Market Place 
Write Today for Advertising Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N. Y. 
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CYLINDER 
STOCKS 


Fine Lubricating Qualities 
For Greases 
and Fluid Lubricants 


KERR-McGEE 

OIL INDUSTRIES, Inc. 

Wiehone City, Okla. 
CE 6-1313 








Coming Meetings 





OCTOBER 


API Division of Marketing, operations and 
engineering committee meeting, Dearborn 
Inn, Detroit, Oct. 2-4. 


API Division of Marketing, marketing re- 
search committee meeting, Royal Orleans 
Hotel, New Orleans, Oct. 9-11. 


Virginia Petroleum Jobbers Assn., semi- 
a meeting, Hotel Roanoke, Roanoke, 
. 9-10. 


West Virginia Petroleum Assn., annual meet- 
ing, Daniel Boone Hotel, Charleston, Oct. 
11. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D. C., Oct. 15-17. 


American Petroleum Credit Assn., 37th an- 
nual meeting, Shamrock Hilton Hotel, Hous- 
ton, Oct. 15-18. 


American Society of Labrication Engineers 
and American Society of Mechanical 
neers, lubrication conference, Hotel Morri- 
son, Chicago, Oct. 17-19. 


Packaging Institute, 23rd annual national 
packaging forum, Biltmore Hotel, New York 
City, Oct. 18-20. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Charles Gureney Hotel, 
Yankton, Oct. 18-19. 


Tennessee Of] Men’s Assn., annual meeting, 
Andrew Jackson Hotel, Nashville, Oct. 21- 
24. 


North Carolina Oil Jobbers Assn., semi- 
annual meeting, Grove Park Inn, Asheville, 
Oct. 22-25. 


»National LP-Gas Council, annual meet- 
ing, The Homestead Hotel, Hot Springs, 
Va., Oct. 23-24. 


Nebraska Petroleum Marketers, annual meet- 
ing, Sheraton-Fontenelle Hotel, Omaha, Oct. 
75. 


Association of American Battery Manufac- 
turers, semiannual meeting, The Palmer 
House Hotel, Chicago, Oct. 25-27. 


Independent Petroleum Assn. of America, 
annual meeting, Shamrock-Hilton Hotel, 
Houston, Oct. 29-31. 


National Lubricating Grease Institute, 29th 
annual meeting, Rice Hotel, Houston, Oct. 
29-Nov. 1. 


NOVEMBER 


Petroleum Packaging Committee, Packaging 
Institute, Fort Shelby Hotel, Detroit, Nov. 
6-7. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, Shamrock Ho- 
tel, Houston, Nov. 9-10. 
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National Oil Jobbers Council, Hotel Morri- 
son, Chicago, Nov. 8-11. 


American Petroleum Institute, 41st annual 
meeting, Conrad Hilton Hotel, Chicago, 
Nov. 13-15. 


API Division of Marketing, annual meeting, 
Congress Hotel, Chicago, Nov. 13-15. 


Society of Independent Gasoline Marketers 
of America, annual meeting, Pick-Congress 
Hotel, Chicago, Nov. 12-14. 


Mississippi LP-Gas Dealers Assn., semi- 
annual meeting, King Edward Hotel, Jack- 
son, Nov. 26-27. 


American Society of Mechanical Engineers, 
annual winter meeting, Statler Hilton Hotel, 
New York City, Nov. 26-Dec. 1. 


DECEMBER 


Oil Industry TBA Group, international sec- 
tion, Chase-Park Plaza Hotels, St. Louis, 
Dec. 3-5. 


Interstate Oil Compact Commission, annual 
meeting, Denver Hilton Hotel, Denver, Dec. 
4-6. 


The Asphalt Institute, Hotel Shoreham, 
Washington, D. C., Dec. 4-7. 


JANUARY 1962 


Society of Automotive Engineers, annual 
automotive engineering congress & exposi- 
tion, Cobo Hall, Detroit, Jan. 8-12. 


Kentucky Petroleum Marketers Assn., 36th 
annual meeting, Brown Hotel, Louisville, 
Jan. 16-18. 


Independent Oil Mens Assn., annual 
meeting, Statler Hotel, Boston, Jan. 17. 


Northwest Petroleum Assn., annual meet- 
ing and trade show, Hotel Radisson, Min- 
neapolis, Jan. 17-18. 


Kansas Oil Men’s Assn., annual meeting, 
Broadview Hotel, Wichita, Jan. 21-23. 


Automotive Accessories Manufacturers of 
America, exposition, McCormick Place, Chi- 
cago, Jan. 29-Feb. 1. 


Arkansas LP-Gas Assn., semiannual meet- 
ing, Hot Springs (date unknown at publica- 
tion). 


Michigan LP-Gas Assn., annual convention, 
Pantlind Hotel, Grand Rapids (date un- 
known at publication). 


FEBRUARY 


Private Truck Council of America, annual 
meeting, Statler-Hilton Hotel, Detroit, Feb. 
1-2. 


Missouri Oil Jobbers Assn., annual con- 
vention, Chase Hotel, St. Louis, Feb. 11-15. 


Iowa Independent Oil Jobbers Assn., annual 
meeting and trade show, Hotel Fort Des 
Moines, Des Moines, Feb. 21-22. 


International Automotive Service Indus- 
tries show, Navy Pier, Chicago, Feb. 28-Mar. 
3. 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Feb. 28-Mar. 1. 


MARCH 


Indiana LP-Gas Assn., annual meeting 
and trade show, Claypool Hotel, Indianapo- 
lis, Mar. 4-6. 


Illinois Petroleum Marketers Assn., an- 
nual meeting and trade show, Hotel Morri- 
son, Chicago, March 13-14. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 21-22. 


Iowa LP-Gas Assn., annual spring con- 
vention, Hotel Kirkwood, Des Moines (date 
unknown at publication). 


»>First Listing 





Connecticut Petroleum Assn., man- 
agement clinic, Hawthorne Inn, Berlin, 
Oct. 10. 


New Mexico Petroleum Industries 
Committee, petroleum wholesaler work- 
shops, Clovis and Carlsbad (Oct. 17th); 
Santa Fe and Las Cruces (Oct. 19th). 


Georgia Oil Jobbers Assn., Center for 
Continuing Education, University of 
Georgia, Athens, Oct. 18-20. 


Private Truck Council of America, 
fleet maintenance exposition, New York 
City, Oct. 23-26. 





MANAGEMENT INSTITUTES 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, Oct. 
5-7. 


Pennsylvania Petroleum Assn., Benja- 
min Franklin Hotel, Philadelphia, Oct. 
15-17. 


Georgia Oil Jobbers Assn., Center 
for Continuing Education, University 
of Georgia, Athens, Oct. 18-20. 


Florida Petroleum Marketers Assn., 
Langford Hotel, Winter Park, Oct. 
23-26. 


Seminar in Retailing for Petroleum 
Executives, fall session, NYU School 
of Retailing, New York City, Oct. 23- 
Nov. 3. 
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GUARANTEED PERFORMANCE 


You have purchased a Wayne Model Air Compressor, rated at cu. ft. min. 


All air compressors are rated on their displacement rather than on the actual (usable) air they 
produce. In other words, a compressor rated at 7, 14 or 20 cu. ft. per minute, in reality may deliver but 
60% to 70% of this amount in usable air. 

A similar condition exists with automobile ratings. An automobile manufacturer rates a motor 
at, say, 250 H. P. (theoretical), but in reality the motor produces but 60 H. P. In air compressors—as in 
automobile motors—the actual output is the all-important factor, and in air compressors, actual output 
can be determined only by an individual orifice meter test. 

To assure Wayne purchasers of highest obtainable efficiency, each 300 and 600 Series Unit is indi- 
vidually tested by this method. 


A SEL J f 2 CL if Le a. ‘LiLL CAALZLEE 4 


THAT THE ABOVE COMPRESSOR WAS TESTED IN THE WAYNE COMPRESSOR INSPECTION 
DEPARTMENT BY MEANS OF AN ORIFICE METER AND PRODUCED A MINIMUM VOLUMETRIC 
EFFICIENCY OF 75% AT 175 LBS. PRESSURE AND DELIVERED A MINIMUM OF CU. FT. OF 
FREE AIR PER MINUTE AT THAT PRESSURE. 


, Follow carefully the instructions on the sheet which ies your Pp in the i 
aS operation and care of your machine and it will give you many years of economical service. 
THE WAYNE PUMP COMPANY 


Ut bene 


President 
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h Wayne compressors do 
suaranteed air output! 





a ad 


Compressors are ratea in terms of piston displacement. This is 
a theoretical rating, subject to efficiency losses common to all 
machines—heat, friction, design factors. Thus a compressor 
rated 20 cfm may in reality deliver but 60-70% that much 
usable air. And usable air is what counts in everyday sta- 
tion operation. 


How do you measure usable air output? Wayne does it with a 
precision flow meter. Every Wayne 2-stage compressor from 
1 to 10 hp is tested to determine how much free air it delivers 
at 175 psi and how much electric current is required. On this 
basis you are offered a certificate stating the free air output of 
each unit and guaranteeing at least 75% volumetric efficiency. 
This exclusive Wayne guarantee is your assurance of getting the 
most for your compressor dollar . . . not in theory but in fact. 


Write for new Bulletin W-153 giving complete data on all 
Wayne 2-stage air compressors. Compressor selector charts 
included. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
faa SERVICE STATION EQUIPMENT 
Factory performance check underscores quality of engineering and 
construction you get in every Wayne compressor. 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazile Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, italy 
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A Railroad in the Basement 


Pure Oil's Bill Marquam is owner and operator 
of a 75-car, 400-ft.-track model railroad 


— 


With a bank of transformers in front of 
him, Pure’s Bill Marquam can control 
three separate trains at one time 


_. 2 it bey ie 

Marquam enjoys running his trains for 
groups of Cub Scouts, schoolchildren, and 
neighborhood dads who often drop in 


BILL MARQUAM and Halsted Park 
Jr. should get along just fine. Mar- 
quam, trade relations manager for 
Pure Oil Co., and Park, president of 
ESPA and vice president of a Gulf 
jobbership in Katonah, N. Y., have a 
common interest besides oil: model 
railroading. (See NPN—June p194 
for data on Park’s pike.) 

Whereas Park runs a live-steam op- 
eration outdoors, Marquam’s Belt 
Line runs on “juice” indoors. As a 
result, Marquam’s railway is smaller 
in size (he’s an S-gager) but has more 
“miles” of track. 

Marquam has been a model rail- 
roader for seven years, during which 
he has managed to claim most of the 
basement of his Evanston home for 
his right of way. His layout now in- 
cludes 400 feet of track, 27 automatic 
switches, and 14 automatic uncoupling 
ramps. Rolling stock consists of 75 
freight and passenger cars, and mo- 
tive power includes five steam loco- 
motives and three diesels. 

To keep everything running in an 
orderly fashion, Marquam has keyed 
the location of all switches and un- 
loading and uncoupling ramps by 
number. The numbers on his control 
panel then show him which ones to 
switch so that trains won’t collide. 

When he’s running his Belt Line, 
Marquam dresses the part: A _ red 


bandanna around the neck, and 
regulation engineer’s hat and coat. As 
he sits in front of three transformers, 
he can control three separate trains 
at one time. Also in front of him are 
the switch and uncoupling controllers. 

The layout has a scenic setting 
which Marquam did himself, right 
down to blending foreground details 
into the background. Here he put 
another one of his hobbies, oil paint- 
ing, to work. 


And as any oil man would, Mar- 
quam plugs his own brand. The lay- 
out has a model Pure Oil service sta- 
tion, a typical Pure Oil bulk plant, 
and several Pure Oil gasoline trans- 
ports making their runs on the roads. 
Marquam made the tanks at the Pure 
bulk plant from oat-meal cartons. 


There’s no doubt that Marquam 
gets a kick operating his line. But he 
gets the biggest kick of all in run- 
ning his model railroad for the young 
fry in the neighborhood. Hordes of 
Cub Scouts have invaded his base- 
ment—on invitation, of course—just 
to see the Belt Line going full blast. 
Another group of welcome visitors 
are children from local schools. Even 
dads from the neighborhood drop in 
now and then to pick up pointers for 
the roads they are building for their 
children. 





eg 42” es a” ge ee “ " 
s de i, ” SP E) 
All the scenery along the pike was painted by Marquam. He also 
built all of it from scratch, starting about seven years ago 


Tanks at oil installations along the line reveal Pure Oiler 
Marquam’s petroleum-company connections 
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Hoey: ‘A pretty good electrician’ 


Jobber-Inventor 


PETER HOEY, New York City heat- 
ing-oil jobber whose electronic lepre- 
chauns may make degree-days as 
outmoded as a penny postcard (see 
p 116), is a transplanted Irishman. He 
still speaks with a brogue from the 
Ould Sod. 

Even if he were silent, you'd suspect 
his Irish background. For one thing, 
he looks it; for another, the name of 
his company—Emerald Oil Co.—gives 
it away. Add the fact that green is the 
company color and you have touches 


you'll enjoy fasterdelivery, faster profits seater. cone oe 


United States 13 years ago, served 
th ROPER Pi M PS t k | with a power-maintenance unit in the 
WI onl your ric § s U. S. Army in Korea, and has been an 
oil jobber on his own for the past 
seven years. 

Roper Series 3600 truck pumps are time savers and money makers As for his Protect-o-tron idea, he 
because they are built for fast, cost-saving deliveries. Roper pumps help says, “I started to fool around with 
keep deliveries on schedule by making short work of liquid transfer. the basic idea about two years ago. 


: ‘ : : He has no formal background in elec- 
Their rugged, service-proved construction makes them highly depend- ieiice bet he was traleede oe 


able for day-in, day-out, heavy duty operation. There’s a Roper in the electrician. 
size to fit your needs, whether pumping thick or thin clean liquids. En- “Let’s say I'm a pretty good elec- 
joy faster profits, get yourself a Roper! trician,” he says with a twinkle. “I 
learned that in the old country and 
I’ve been working at it since I was 
TWO EQUAL SIZE hardened iron gears 14.” Most of his electrical work has 
run in axial hydraulic balance. been in wiring up oil burners at the 
installation stage. He’s also fooled with 
FOUR HIGH-LEAD bronze bearings sup- = ; amateur radio equipment. As a result, 
port gears on both sides. . =. he’s familiar with the relay switches 
and intricate wiring that are part of 
RELIEF VALVE is adjustable, permits e his Protect-o-tron idea. 
nozzle shut-off without stopping pump. He thinks his basic relay system can 
be used in other places in the oil in- 
dustry. And he’s going to see what can 
be done about it. 
“I’m working on something to meas- 
FR @) jp E- FR Dependable pumps | ure the level of No. 6 oil in any type 
. of a storage tank,” he says. It is an 
Poaamaia aceon es since 1857 | electronic device. i 
HY LJ .INC. “This could lead to a device that 
COMMERCE, GEORGIA | shuts off the pump on a transport 
| truck when the tank is full” he says. 
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Goodykoontz 


Top-Level Changes at Humble 


FOUR KEY MEN in the Humble 
organization are moving up a notch. 

Morgan J. Davis, 63, president of 
the company since 1957, takes the 
new post of chairman of the board 
and continues as chief executive. 

Succeeding Davis as president is 
Carl E. Reistle, 60, one of two execu- 
tive vice presidents. The other, Wil- 
liam Naden, continues in his present 
position. 

William W. Bryan, 55, returns to 
the job of Humble marketing vice 
president, a post which he left open 
16 months ago to head the Esso Re- 
gion in New York. Robert O. Goody- 
koontz, 54, leaves his post as general 
manager of the Central Region Jan. 
1 to succeed Bryan as Esso vice presi- 
dent. In the meantime, Esso general 
manager Alex A. Diffey will head the 
region. 

Davis has been in the production 
end of things ever since he joined 
Humble in 1925 as a geologist. He 
served overseas for a few years in 
that position, before returning in 1934 
as district geologist in New Mexico. 
After holding a number of other pro- 
duction positions, including manager 
of the exploration department, Davis 
became a vice president in 1951, and 
president in 1957. After Humble was 
merged with Esso and Carter in 1960, 
Davis was elected president of the 
surviving company. 

Reistle is also a production man, 
with 25 years of experience at Hum- 
ble. He has been executive vice presi- 
dent since 1957. 

It’s understood one of the objects 
of the Davis-Reistle change is to clar- 
ify lines of command. Davis will con- 
tinue to represent Humble out of town 
much of the time; Reistle will be the 
full-time head in Houston. 

Oil marketer Bryan began with 
Esso 38 years ago as a construction 
helper and mechanic in Richmond, 
Va. He soon switched to sales, and 
was made district manager in Nor- 
folk in 1935. In 1946 he moved 


north to New Jersey as division man- 
ager, then went overseas in 1953 to 
France on a special marketing assign- 
ment. After returning in 1956, he 
served a short stint in Jersey’s market- 
ing department, then became market- 
ing vice president for Carter Oil Co., 
now the central region of Humble. 
In April, 1960 he became head of 
marketing for Humble, but left the 
position three and a half months later 
to head Esso. 

Goodykoontz, like Bryan, is a na- 
tive Virginian who also started at 
Esso’s Richmond office. He spent most 
of his first 24 years with Esso in the 
Virginia sales division, leaving the 
managership in 1954 to become south- 
ern regional manager with headquar- 
ters in New York City. In 1956 he 
became assistant general manager of 
marketing and two years later took 
over as head of the department. He’s 
been a vice president and board 
member since 1959. 


NEWS NOTES 


Ollie F. Minor, who’s retiring this 
month as manager of Shell’s merchandis- 
ing department (NPN—Sept. p212), will 
take up residence in Sarasota, Fla., 
where he and his wife recently com- 
pleted building a home. Minor has been 
with Shell since 1929. 

s 

Skelly Oil Co.’s reorganization of its 
marketing department is completed. The 
decentralizing program, which has been 
going on for over a year, places “the 
authority necessary to do business quick- 
ly and efficiently in the field,” according 
to president Don H. Miller and market- 
ing vice president Paul A. Tanner. 

A few months ago Skelly established 
19 new petroleum district sales offices 
and 13 new Skelgas offices throughout 
its 19-state marketing territory. “The of- 
fices are more streamlined in methods 
of operation,” say top management, “and 
will be concerned primarily with sales 
and service.” 

In the most recent phase of decentrali- 
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MOTOR iL CABINETS | 


SELOM. | 


helps you... 


© Increase motor oil sales 
@ Speed driveway service 
@ Promote station cleanliness jp 


Choose from 5 models 
including a new 48- F 
inch SELOIL cabinet to |p 
match low silhouette | 





lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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Easy Busser Temes gddddAL biiraegy era) vee Bancans » 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 


MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





® Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment, 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 e GREENSBORO, N. C 
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zation, three new regional offices were 
established at St. Paul, Des Moines, and 
Kansas City to direct almost all market- 
ing activities in their respective regions. 
It represents, says Skelly, a transfer of 
many functions from marketing head- 
quarters to offices located closer to cus- 
tomers. Headquarters marketing depart- 
ment in Kansas City will concentrate on 
directing over-all operations and formu- 
lating long-range plans, programs, and 
policies. 


MacMillan Petroleum Corp., Los An- 
geles, has moved its executive offices to 
150 East 42nd Street, New York City. 
Robert Munro is chairman of the board 
and Phillip Gandert, John M. Shaheen, 
and Harvey Fifer are all members of the 
board. T. G. Masca heads the sales di- 
vision as sales-development manager. 

* 

Some changes have been made in 
Speedway Petroleum’s retail marketing 
department. Ernest M. Vanderhoff, for- 
mer dealer representative at Bay City, 





Designed for TBA Profits! Here’s why: 


COMPLETE LINE-—reinforced and regular grades, a 
@ Size to fit any vehicle. 


QUALITY PRODUCT-~—gives customer satisfaction, 
builds profitable repeat business. 


® PACKAGE D—more effective 


display, easy handling. 


© ADVERTISED 
—to your dealers. 


CAMPBELL CHAIN COMPANY 


YORK, PA. 





Mich., becomes sales manager of the 
upper peninsula sales district with head- 
quarters in Gladstone, Mich. Edward W. 
Peterson moves to Bay City as sales 
manager. Bernard M. Dittmar, former 
supervisor of the Detroit west side sales 
district, will manage the new east side 
sales district. 


Whiteford 


Symo:s 


Several new appointments in British 
American Oil’s marketing department 
have taken place. B-A has created five 
new posts in head-office marketing, ac- 
cording to D. S. Woodman, general man- 
ager of marketing. 

W. S. Whiteford leaves the manager- 
ship of the Quebec division to take on 
the new post of manager of sales plan- 
ning. D. S. Lyall moves from the eco- 
nomics and coordination department to 
become manager of research and serv- 
ices. D. E. Howard moves up to the 
new position of coordinator of employe 
and dealer relations. He was previously 
manager of the metropolitan Toronto 
district. Fulton Robinson leaves his post 
as director of marketing research and 
costs to take on the new job of manager 
of private-brands sales. R. W. Carson 
moves to head-office marketing as co- 
ordinator of advertising and merchandis- 
ing. He was formerly manager of retail 
sales for Alberta. 

B-A has also filled some positions re- 
cently vacated. W. P. Symons, former 
manager of direct sales in the Ontario 
division, moves to head office marketing 
as coordinator of direct sales. R. J. Alm 
succeeds Whiteford as Quebec division 
division manager. C. G. Walker, former 
director of retail sales, succeeds Alm as 
manager of the Alberta marketing divi- 
sion. 

° 
Carl D. Hall, assistant general sales 


manager of merchandising at Texaco is 
taking over the same position in the ad- 
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“Our sales increased by 170,000 gallons last year, giving us 
a total of 1,536,000,” says Melvin Moritz, National Petro- 
leum Products Co., Wentsville and Troy, Missouri. “In 


20 years’ association with Texaco we've enjoyed steady 
growth. And Texaco is really jobber-minded—helps us in 
many ways. We know it pays to sell the best... TEXACO.” 


6 reasons why you can grow with Texaco 


1. The best retailer policy — 
Texaco helps its Dealers. 22,502 
Dealers have been with us for 
more than 10 years. 

2. Texaco is jobber-minded. 
Proof: 842 Consignees and Dis- 
tributors have been with us over 
20 years, some over 45 years. 

3. The best opportunity to cash 
in on “touring” business—because 
when Texaco customers are tour- 
ing they stop at Texaco stations. 
4. The best customer credit card 
—in fact, the only petroleum 


credit card honored under one 
sign in all 50 states, and in 
Canada, too. 

5. The best national advertising 
program, year after year...con- 
stantly selling Texaco Products 
and Dealer service. The best sales 
promotional material to help 
build customers. 

6. The best petroleum products, 
known and accepted nation-wide. 
Continuous research and develop- 
ment insure that Texaco will al- 
ways have outstanding products. 
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ministration department. Milton C. Lewis 
succeeds Hall and George W. Johnson 
succeeds Lewis as manager of LPG sales. 

John H. Dea moves from Texaco’s 
New York sales division managership to 
assistant to the vice president. Walter 
J. Williamson leaves Norfolk as assist- 
ant sales division manager to succeed 
Dea. 

John T. Hardy, former assistant divi- 
sion sales manager at Dallas succeeds 
Ray Apy as manager of sales promotion 
in New York. Apy is retiring after 38 
years with Texaco. 





* 
Blaine J. Yarrington succeeds retiring 
R. W. Reilly as New York regional man- 
ager for American Oil. Yarrington has 


been deputy coordinator, administrative, 
on the staff of Standard of Indiana mar- 
keting vice president D. F. Benton. Yar- 
rington is succeeded by Robert G. Burns, 
former operations manager at St. Louis 
for American. 
e ’ 
Several new appointments have been 
made in northern California by Tide- 
water Oil Co. Leslie Sage becomes dis- 
trict sales manager, San Francisco; W. 
W. Thompson, retail sales coordinator, 
Sacramento; Henry B. Ward, district 
sales manager Sacramento; and Richard 
J. Guiney, area sales manager, Oakland. 
“« 
Frank M. Summers has been named 
manager of Esso Region’s national, com- 





Saves more than its cost 
in a matter of days! 
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Lengthens Hose Life « Speeds 
Service « Makes Gas Tanks More 
Accessible « Extends Hose Reach 
e Relieves Hose Tension « Assumes 
Natural Position Automatically 
e Easy To Handie 


SWIVELS 360° 


\ * : 
voxwerm Ua Swivel 


SWIVELS 180° 


Here’s a little accessory of major importance to any 
station operator. Tokheim DUAL SWIVEL is a 
definite advancement—is more functional, more 
durable, and will pay for itself quickly by the savings 
in hose. It relieves tension on hose; makes hard-to- 
reach gas tanks more accessible; extends hose reach. 
It also eases the work of the operator. DUAL 


SWIVEL is available in standard hose and nozzle 
sizes from your Tokheim distributor, or with your 
new Tokheim pumps direct from the factory. 


SYMBOL OF EXCELLENCE 


JOKHEIM : 


1650 Wabash Ave. 


Write for bulletin! 


General Products Division 


TOKHEIM CORPORATION 
Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., 


Toronto, Ont.; Tokheim International, A.G., Lucerne, Switzerland 








mercial, and lubricant sales, a newly 
created position. Summers has been as- 
sistant manager of the lubrication and 
commercial sales division at New York 
City headquarters. He will head those 
marketing activities now, as well as be 
responsible for national-account sales, 


a 

Walter W. Lammers, has resigned his 
position as general sales manager for 
Unitog Co., a Kansas City equipment 
company, and acquired controlling inter- 
est in Traffic Builders, a new company 
which will specialize in service-station 
promotion programs. The firm, which 
will also feature a line of executive gifts 
and novelties, will be located at PO Box 
8779, Kansas City, Mo. Lammers was 
once advertising and sales promotion 
manager for Skelly Oil Co. 


Drake 


Henry W. Varwig has been named 
credit manager for Mobil Oil Co., suc- 
ceeding Floyd L. Drake who is retiring 
after 33 years with the company. Varwig, 
who’s been with Mobil since 1924, was 
most recently assistant general credit 
manager. Drake began with Mobil in the 
New England division as an accountant. 
He then switched to the credit depart- 
ment, serving as district manager and as- 
sistant division manager before trans- 
ferring to New York as assistant general 
credit manager. He became general man- 
ager in 1954. He is a past president of 
the American Petroleum Credit Assn. 
and a member of the advisory council 
of the Assn. of Eastern Petroleum Credit 
Managers and the National Assn. of 
Credit Management. 

® 

John B. Manley Jr. has been named 
to succeed the late Walter McKee as 
executive secretary and treasurer of the 
Georgia Petroleum Assn. Manley is a 
former Atlanta public-relations consult- 
ant and has no previous experience in 
the oil industry. 

of 

In a shift of marketing responsibili- 
ties, Warren Brown, former manager of 
marketing economics for Champion Oil 
& Refining Co., Fort Worth, moves to 
the post of manager of branded lube 
sales and technical services. Joel Carson, 
formerly in Enid, Okla., moves to Fort 
Worth to the new post of manager of 
sales promotion and development. 


a 
J. F. Walsh Jr., former Philadelphia 
area sales manager for Gulf Oil Corp. 
has been promoted to sales coordinator 
in the company’s Syracuse division. 
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THE FAMOUS NEPTUNE MEASURING CHAMBER... 


Accuracy you can bank on 


Banks depend on vaults to protect their 
assets. You depend on meters to protect 
your profits. They tell you what to pay 
and bill, guard against hidden losses, and 
protect your customer good will. 

But a meter that isn’t trustworthy can 
cut deeply into profits. Repairs to keep it 
in line can be costly, too. That’s why sus- 
tained accuracy is the most important 
consideration when buying a meter. All 
other factors take a back seat. 

Any meter is only as accurate as its 
measuring chamber. We believe the 


Neptune chamber is the finest available 
combination of both accuracy and relia- 
bility. It’s simple...only one moving 
element. Because the meter has double- 
case design, its accuracy is not affected 
by pressure changes. Through precise 
machining, it achieves true capillary seal. 
This controls slippage and practically 
eliminates metal-to-metal wear. 

Coupled with other features such as 
no-drift “gear shifter” calibration, it gives 
you true sustained accuracy. Specify 
Neptune .. . the meter you can bank on. 


NEPTUNE METER COMPANY 


47-25 34th St., Long Island City 1, N. Y. 


L/QUID METER DIVISION 





Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters, Ltd., Toronto, Ontario 


METER / COMPANY 





Step out front with the DISTANCE brand... 


the POWER brand... 


Hottest line of products... backed by hottest advertising! 

Conoco offers you products with benefits your Conoco really believes in advertising. Now custom- 
customers want! Conoco Premium Gasoline has ers will see big, colorful Conoco ads in LIFE, Look, 
TCP*plus...to give cars up to 17 more miles per Saturday Evening Post, and newspapers throughout 
tankful, up to 15% more power! Conoco all-season Conocoland. They'll see and hear Conoco adver- 
Super Motor Oil is fortified with an exclusive dis- tising on Television and Radio...telling them why 
covery that oil-plates engines, protects them 24 hours Conoco is the distance brand...the power brand... 
a day. Good reasons to switch to Conoco! + — the hottest brand going! 


eeeeeeeeee 


*TM and pat. owned by Shell Oil Co. 
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Contact your nearest 


CONOCO 


Division Manager 
today! 


H. U. McBirney 
400 W. Madison Street 
Chicago 6, Illinois 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


K. R. White 
P. O. Box 393 
Lincoln 1, Nebraska 


R. W. Abrahamson 
912 Baker Bldg. 
Minneapolis 2, Minnesota 


Dale Chapman 
Southern Division 
1755 Glenarm Place 
Denver, Colorado 


Max G. Punches 
Northern Division 
1755 Glenarm Place 
Denver, Colorado 


E. G. Hoover 

244 Rowan Bldg. 

6000 Camp Bowie Blvd. 
Fort Worth 16, Texas 


Dean L. McGregor 
800 Commerce Bldg. 
New Orleans 12, Louisiana 


T. R. Abernathy 

401 Fidelity Nat'l Bldg. 

200 N. Harvey 

P. O. Box 795 

Oklahoma City 12, Oklahoma 


W. E. Biggerstaff 


P. O. Box 2197 
Houston, Texas 


©1961, C 





tal Oil Company 





Kenneth P. Coe, former area sales man- 
ager in Collingswood, N. J., succeeds 
Walsh. David M. H. Jones moves from 
the Philadelphia division as su-ervisor of 
employe and dealer relations to replace 
Coe. 

° 


Boudreau Dreyer 


Esso Standard 
Region has named 
three product- 
sales managers to 
replace three men 
recently trans- 
ferred to Houston 
head-office mar- 
keting at Esso’s 
parent, Humble. 
Charles F. Boud- 
reau replaces A. 
R. Curtis as man- 
ager of asphalt 
sales; Henry F. Dreyer succeeds Earl 
W. Ball as manager of railroad sales; 
and Robert C. Wormald takes over for 
J. R. Muehlberg as manager of aviation 
sales. Boudreau was formerly Curtis’s 
administrative assistant; Dreyer was pre- 
viously an engineer in the railroad-sales 
division; and Wormald was formerly the 
assistant aviation-sales manager. 


Wormald 


a 

Clayton E. Mullins has been appoint- 
ed manager of the special sales division 
in Atlantic’s domestic marketing depart- 
ment. He will direct the sales activities 
of the asphalt, industrial-products, and 
jet-fuel sections. Herbert J. Leimbach 
Jr. succeeds Mullins as manager of the 
construction division. He was formerly 
supervisor of contracting and coordina- 
tion in the engineering department. 

o 


Paul Snyder moves from assistant 
manager to manager of Atlantic Refin- 
ing Co.’s retail marketing division in 
Philadelphia. He succeeds Charles A. 
Walsh, Jr., who has been named sales 
group manager for the New York region. 
Robert E. Glendening, former manager 
of the southern tier district in New York, 
succeeds Snyder. 

@ 


Chester Roberts has been named man- 


ager of DX Sunray Oil Co.’s Memphis, 
| Tenn., marketing district. Prior to his 


| 


promotion, he served as special repre- 
sentative for the Memphis district. He 
succeeds Sam Caldwell who retired re- 
cently after more than 35 years with 
DX. 

e 


R. W. Heath has been named execu- 
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About Oil People 





tive vice president of Signal Oil & Gas 
Co. He joined the company in 1923, and 
was most recently vice president in 
charge of the gas department. 

e 

A. E. Stevens has succeeded D. F. 
Godfrey as president of Signal Oil Co., 
Standard Oil Co. of California subsidi- 
ary. Godfrey, in marketing since 1919, 
has gone to Stancal as a member of 
corporate management. Stevens, who 
joined Stancal’s marketing organization 
in 1934, was most recently assistant gen- 
eral manager, wholesale, in the Western 
Operations’ marketing department. 

e 

A. D. Lodge has been appointed rep- 
resentative for the international depart- 
ment in Ohio Oil’s supply and trans- 
portation organization. He was manager 
of commercial and special-products sales 
in Ohio’s marketing organization. 

* 

Earl K. Roberts has been named to 
the newly created postion of director of 
merchandising for Continental Oil Co., 
with headquarters in Houston. He was 
formerly assistant director of sales train- 
ing for Conoco, a post which will be 
assumed by T. K. Kennedy, former sales 
development manager in the Kansas City 
division. 

. 

Quentin W. Regestein, general operda- 
tions manager for Mobil Oil Co., has 
been appointed to the Mobil Petroleum 
division, formed to handle the division 
of Standard Vacuum Oil Co.’s assets be- 


J. Paul Getty, 
billionaire oil man, 
author and art 
lover, has “joined 
the staff” of Play- 
boy magazine as 
consulting editor 
in business and fi- 
nance. 

Though he won’t 
be punching a time 
clock in Playboy’s 
Chicago offices, the 
man who controls 
Tidewater, Skelly, 
and Getty Oil Cos. 
will write continu- 
ing features for 
Playboy, a sex- 
satire - and - short- 
story monthly that 
has met with great 
commercial success. 

Getty had been 
on a free-lance 
basis for the maga- 
zine, authoring 
such articles as 
“The Educated 
Barbarians.” His 
first article on a 
“full-time” basis 
will be ‘‘How I 
Made My First Bil- 
lion,” appearing in 
the October issue 
of Playboy. 
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tween Mobil and Jersey Standard. Ralph 
R. Jenny assumes several of Regestein’s 
duties with the title of operations man- 
ager. He was formerly operating manager 
of the Chicago division. 

On loan to the Mobil Petroleum divi- 
sion is James Q. Riordan, manager of 
Socony Mobil planning and economics 
department. Indications now are that the 
division on Stanvac will be consummated 
in the spring of 1962. 

© 


Fred C. Boucke, former president of 
Iran California Oil Co., has been ap- 


pointed assistant to the chairman of the 
board of Standard Oil Co. of California, 
the parent company. 

& 

Ray S. Roberts, an executive of the 
Spokane fuel-oil industry for more than 
50 years, plans to retire as full-time head 
of Great Western Fuel Co. he will re- 
main with the company as a consultant. 
David Knapp, vice president, succeeds 
Roberts as president. 

* 

Pure Oil Co. has made several changes 

in its regional marketing management. 





Wheaton 


assemblies —with 


the original 


ing Ba lance 


In use 
for a decade 
at thousands 
of installations 


Shockless 
closing loading 
valve 


Joint 
with removable 
packing seal 





Spr 


widely imitated — 
but never equaled 


@ The most advanced 
system for loading 
@ Increases flow 


@ Speeds up handling 


spring 
balance 


. ili S 


, or can get fast, economical loading with Wheaton assemblies because 
they embody the famous Wheaton Single Spring Balance—widely imi- 
tated but never equaled for precision and flexibility. 


There’s a fast, shockless Wheaton Assembly that will exactly meet your 
loading needs. Send today for Catalog No. 68. 


WHEATON BRASS WORKS, UNION, N. J. 
Manutacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings ond Truck Tank Equipment for the Petroleum and Chemical Industries. 
Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada « Emco Brass Mfg. Co. Ltd., Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany « Liungmans, Malmo, Sweden 
Nibco, Guadalahara, Jal., Mexico 
Baza S.R.L., Buenos Aires, Argentina, $.A, © Worthington Corporation, Rio De Janeiro, Brazil, S.A. 
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James C. Egan, formerly Pure’s market- 
ing assistant to the northern regional 
general manager, has been promoted to 
division sales manager of the south- 
eastern division with headquarters in 
Atlanta. H. L. Fowler, former market- 
ing assistant for the Midwest division, 
assumes the same position in the north- 
western division. Ralph S. Townsend 
leaves the district managership in Pure’s 
Kalamazoo, Mich., district to become 
marketing assistant for the central and 
Midwestern divisions. 
e 
George O. Mark- 
ins has _ retired 
from Gulf Oil 
Corp. after 37 
years in marketing 
with the company. 
He began his ca- 
reer as a_ service- 
station attendant in 
Corpus Christi, 
Tex., transferred to 
Houston 30 years 
ago, worked at 
Markins various sales posi- 
tions until he was ultimately named divi- 
sion manager in charge of direct sales for 
the Houston division. Markins has been 
active in humanitarian programs most 
of his life, including service as president 
of the Houston Assn. for the Blind and 
the Mental Health Assn. of Houston. His 
retirement will not mark the end of 
business activity for Markins. He’s look- 
ing forward to beginning another career 
after a few weeks of relaxation. 
e 


ROCKET EXPERT Dr. Willy Ley 
(center) was guest speaker at the 10th 
annual convention of the Greater 
Philadelphia Fuel Conference. Ley, 
who told oil men about the early 
experiments on rockets and missiles, 
is greeted by Robert M. Gillin (right), 
conference president, as Glenn Werly, 
NOFI president, looks on. 


Deaths . . 


Dr. Leonard W. Doolan, 54, manager 
of Tidewater’s eastern division lubricants 
supply department and a member of the 
division’s council of executives, died 
Sept. 3 after an illness of several months. 
Doolan had been with Tidewater for more 
than 25 years. 

ae 
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“INSTANT INVOICING SPEEDS DELIVERY 


You can easily earn $360 more per truck, per season 


with new Lockheed 


The moment you stop pumping, the Lockheed Computing 
Register is ready to deliver a completely calculated, printed 
invoice. All you do is turn the handle. You save at least one 
minute at every stop. If that minute is worth only 10¢, (usu- 
ally, it’s more) and you make, say, 30 deliveries a day, you 
save $3.00 daily. In an average 120-day heating season that’s 
$360. 

Cutting delivery time is just one of the ways the Lockheed 
Computing Register makes money for you. It eliminates 
errors. It saves clerical, typing, billing and mailing expense. 
On postage alone, the Register can save you hundreds of dol- 


Computing Register 


lars a year. It calculates sales tax, discount, and total price, 
automatically. And because every tenth of a gallon is figured 
in, the Register adds earnings you may now be missing. 
Other features: pre-set counter and totalizer, easy installa- 
tion on any meter, zero maintenance, a cinch to use. Impor- 
tant, too, the Lockheed unit builds customer confidence and 
employee goodwill. 
See your jobber for details. If he does not have complete in- 
formation please contact: Lockheed Electronics Company, a 
Division of Lockheed Aircraft Corporation, telephone Metuchen, 
N.J., Liberty 9-4430 “collect.” 




















SEARCHLIGHT SECTION 





FOR QUICK SALE FOR SALE 


2000 GAL, TRUCK TANK |e Ao, dieu at 
| Sfeaae settee || EVERY DAY 








LOCATED IN NORTHERN INDIANA it —* 
OWNER HAS MOVED TO ANOTHER STATE 


SMOOTHSKIN TANK IN EXCELLENT | ‘ al eae “a a 
SHAPE, NO LEAKS, HAS 3 COMPART.- 
MENTS, DOUBLE HEADS, 3” LINES, SALE 
LARGE SIDE CABINETS, BUCKET BOX, 4—Independent Service Stati 
EMERGENCY VALVES, CROSS VALVE Malor Tire Businesses and Bulldi 


MANIFOLD, 3” SMITH METER W/TICKET Fuel Oil Business & 11000 gal. Fuel Oi! Truck. 


PRINTER, AIR HOSE REEL W/125’ OF ||| !—5820 White Transport. | ice Truck. 
1%” HOSE, BLACKMER PUMP, 2-WAY Located in Central Indiana 

VALVE, FILTER. TANK IS 140” C.A., MADE F.S. 7446 National Petroleum News 

BY STANDARD STEEL WORKS. TRUCK 645 N. Michigan Ave., Chicago 11, Ill. 

IN GOOD OPERATING CONDITION, 1946 

CAB OVER AUTO-CAR, GASOLINE OR ; : cakes 


PROPANE POWER, AIR BRAKES, NEW ? 


ENGINE IN 1954. PRICED AT $2150 COM ne cae . sai dais . 
gh wand ADDRESS BOX NO. REPLIES TO: Box No. 
PLETE AS DESCRIBED, NO REASONABLE Classified Adv. Div. of this publication. 
OFFER REFUSED. REPLY FS7476 NAT'L Send to office nearest you. 
PET. NEWS, 645 N. Michigan Ave., Chicago NEW YORK 36: P. O. Box 12 
11, Il. CHICAGO 11: 645 N. Michigan Ave. | 
. ss : - SAN FRANCISCO 11: 255 California St. 























FOR SALE | SELLING OPPORTUNITY WANTED 


1—1960 Ford F-800 Cab-Chassis with 4000 gal- —-~- - i r O Me e 
lon Butler Tank with five (5) com 
ict pertmnents, Manufacturing Representatives covering Connec- 


everything complete. ticut, New York, New Jersey and Philadelphia 
seeking oil equipment lines. Calling on major, in- 


the Vehey Marsh Woods Co. dependent oil companies and contractors. RA- ¥ 
Youngstown, Ohio Phone RI 4-4444 6710. National Petroleum News. Classified Adv. 
- Div., P.O. Box 12, New York 36, N.Y. 








Wanted: WANTED 
| ATTENTION 
VA avis Se Gitines, Er ETC. Anything within reason that is wanted in the 
FOR THE PETROLEUM INDUSTRY Bai served by = ggg oe aye ane 
uipment can quickly ocat throug 
UNIVERSAL VALVE CO. bringing it to the attention of thousands of men 
409 South Street, Elizabeth, N.J. whose interest is assured because this is the NPN’s annual mid-May FACT- 


business paper they read. 7 j 
BOOK issue brings your sales 
message to the attention of your 


Know, ae your new NPN FACTBOOK is? customers and prospects again and 


If you don’t, order another now from NPN’s again throughout the year. 

Reader Service Dept., 330 W. 42 St., New Your advertising in NPN’s 
York 36, N.Y. Price: $2.00. FACTBOOK makes constant, eco- 
; nomical sales contact for you with 


LJ ave . 
Find out how much useful, oil’s marketing management. 


P 2 The National Petroleum News 
up-to-date information annual mid-May FACTBOOK is- 
. sue is the most economical method 

it has for you. available for getting your sales story 
The NPN FACTBOOK, published annually in mid-May, to the buyers, keeping it there, and 


is your year-round desk reference file. NPN’s FACTBOOK ' getting nents again aati agnin. 
issue puts at your fingertips the statistical and reference : 
information basis for better managing, and planning. 























Oil Marketing’s Reference 
Information Annual 


MAKES Published in Mid-May 


OLD CARS 
YOUNG 


AGAIN 





ner | N 
rd a 7 
¢ FA C T 
smoniné MOTOR-MEDIC NO. 1—Stops oi! burning when added BO 0 7 


to motor oil. Reduces friction and wear by provid- 
ing lasting oil film strength. 


RADIATOR \ * fx = MOTOR-MEDIC NO. 2—Is the new scientific blend @ om A McGraw-Hill Publication "> +, 





SPECIALTY CO. of solvents, lubricants and inhibitors for effective 
CHARLOTTE, N. C. SiH treatment of sluggish engines. Add to gasoline. WW) nae a 


. 
*eean* 
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bottom of the barrel 


Communications. Oilman J. Paul Getty has a job with 
Playboy magazine (see p209). The publisher says Getty 
“could have had his choice of any publication,” but chose 
Playboy “in order to best reach the young executives of 
today.” One marketing wag wonders if this is Getty’s wa,’ 
of keeping in touch with Tidewater’s young management 
corps (NPN—Mar. p124). 





“Fill ‘er up.” 


More Communications. Getty is the man who made news 
by installing pay phones in his English castle-home. He’s 
ordering similar equipment for his Los Angeles home. 





“What, again? Maybe someday you'll learn the value 
of a hundred-dollar bill!” 
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“It’s been no easy job, but | think I’ve finally got 
this station on a paying basis.” 
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Regional Sales Representatives 
ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 

BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 
CHICAGO 11, 645 North Michigan Ave., 
Edward A. Callahan, Jr., Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 2100 Vaughn Blidg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 
DENVER 2, Tower Blidg., 1700 Broadway 
Carl Coash Jr., Alpine 5-2981 
DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 
HOUSTON 25, 724 Prudential Bldg. 
Donald Hanson, Jackson 6-128] 
LOS ANGELES 17, 1125 West 6th Street 
Michael McCabe, Huntley, 2-5450 
NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 
MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 
PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 
PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
William Woolston, Douglas 2- 


ST. LOUIS 8, 3615 Olive St., Continental 


Bidg. 
Edward A. Callahan Jr., Jefferson 5-4867 
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rowveim SERIES 600 mer=ns 


© 


NEW 60 G.P.M. CAPACITY 


Model 685-TP Tank Truck 
Meter. Includes meter and 
horizontal counter, strainer, 
air release, back pressure 
valve and Pre-set Flow Con- 
trol. Ticket Printer is optional. 


OTHER 600 
METER USES 





Improve tank truck 


operation eSateguard your profits! 


Giving honest measure is good policy, but giving over-measure is a good 
way to go broke! In these new Series 600 Meters Tokheim has set up 
safeguards that prevent over-measure — enable you to protect your profits 
effectively. First of these is the inherent accuracy of the Tokheim positive 
piston displacement-type meter. Then, precision construction, involving 
the use of stainless steel, Rulon, and other long-wearing materials, permits 
speeds up to 60 g.p.m. without sacrifice of accuracy. A self-lapping valve 
insures a continuous positive seal to maintain accuracy; and finally, a 
simple calibration adjustment provides instant control. 


The Tokheim Series 600 Meters are unsurpassed, either as single or dual 
installations, for tank trucks requiring up to 60 g.p.m. They are equipped 
with horizontal counter, totalizer, and back pressure valve, and are 
available also as illustrated with air release, strainer, Pre-set Flow Control 
(predeterminer) and ticket printer. Investigate these new meters today. er 


SYMBOL OF EXCELLENCE 
General Products Division 


TOKHEIM CORPORATION 
OKHEIM® 1650 WABASH AVE., FORT WAYNE, INDIANA 


GASOLINE PUMPS 
AND ACCESSORIES Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 








PONT BE SIUCK [AIS WATER... 


Make more deliveries faster 
with A. O. Smith meters 


fter bucking snow, sleet and cold, you want a meter 
that can “deliver the goods” when you finally reach fi! , 
your customer. That’s why you should insist now on A. O. rch "O 5 
Smith truck tank meters for your busy months ahead. 


re 

Rugged A. O. Smith meters employ the Rotary Posi- 
tive Displacement principle for trouble-free performance : ewe 
and sustained accuracy. Because the mechanism is simple, CcORPORAT! ON 
the meter will operate in all kinds of weather conditions. ' METER AND SERVICE STATION 
Fluid flow is so smooth you are seldom aware of the . EQUIPMENT DIVISION 
precision measurement taking place. The low pressure “ae 
drop saves power, prolongs service life, speeds cold- 
weather deliveries. 

Specify A. O. Smith truck meters now — either as new 
equipment or for replacement. Stocks are available 
across country or from truck tank manufacturers. 
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